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Shows hay fork carrier with track, and 
milk can lifter with track. Lightnisg 
arrester and vane illustrated can & 
furnished with STARLINE Ventilaten: 


This side consists of Cannon Ball 
Door Hangers and track, hay 
pulleys, wire stretchers, bull 
staff, hay fork and stanchion. 


STARLINE DEALERS 
are headquarters for 
barn equipment 


The STARLINE Barn Equipment SALES 
MAKER does a real service to farmer a 
dealer alike. Its three sides display a su 
prising. amount of barn necessities for the 
little floor space occupied and serve to 
mind the farmer of his needs while he is 4 
your store. This “silent salesman” has moved bi 
stocks of a great variety of items for Starline Dealer 


\NE 


L Ne, 
nates. 


4 This side displays Unit Arch Stall and 4 e's 


fittings, stanchion and water bowl. b& 


Think of ct! 
39° products — 20 additional 


sales helps. All displayed with- 


in a space only 3’ x 4’ x 3’. 
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Information about what 
YALE & TOWNE are doing 
to help YALE dealers 
make more money 








YALE DEALERS BUILD SPRING PROMOTIONS 
AROUND “NIGHTLATCH EXPRESS” PACKAGE 


For the second in its regular series of 
retail promotions highlighted by ad- 
vertising in THE SATURDAY EVENING 
post, Yale & Towne has selected 
four best-selling auxiliary locks to be 
featured under the title, “The Night- 
latch Express”. 

A new and colorful merchandiser 
for the dealer’s counter is now ready 
for distributors. 
It is compact— 
yet gives promi- 
nent display to all 
four locks and to 
the packages in 
which they are 
contained. 

“This assort- 
ment appeals at 
every price 
range,” explains 
Raymond K. Watkins, Trade Sales 
Manager. “For quick impulse sales, 
there is the 040 ‘One-Arm’, the clever 
springlatch that has really swept the 
country. For extra protection there is 
the 042 deadlatch with the extra throw 
which deadlocks the bolt, and the 2 
deadlock with the extra long bolt. 
Finally, there is the popularly priced 
80 springlatch for general use.” 

YALE distributors are now taking 
orders for the special ‘‘Nightlatch 
Express” package of merchandise and 
display material. In each package are 
contained 





Raymond K. Watkins 


Four 040 springlatches 
Two 042 deadlatches 
Two 2 deadlocks 
Six 80 springlatches 


It is suggested that dealers tie in 
with THE SATURDAY EVENING POST ad- 
vertisement on the “One-Arm”’ night- 
latch. The ad runs in the June 24th 
issue. 


DEALERS ENTHUSE TO YALE’S 
FIRST PACKAGED PROMOTION 


In January, YALE announced its new 
merchandising program which prom- 
ised bi-monthly “promotion pack- 
ages” of timely merchandise and co- 
ordinated promotional material. 
Later the same month, the first of 
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the “packaged promotions” was in- 
troduced. Called the “Screen Star 
Parade”, it paved the way for more 
business on YALE’s perennial spring- 
time favorites, the 1011 Push-Pull 
Screen Door Catch and the 506 “‘Air- 
liner” Screen Door Closer. Included 
in the “package” were advertising 
in THE SATURDAY EVENING POST, an 
attractive display which supports the 
actual products, and mats for dealers’ 
local newspaper advertising. 

Dealer response exceeded expecta- 
tions. The number of orders received, 
beginning almost the same day the 
news was revealed in the hardware 
trade papers, has proved to the satis- 
faction of all concerned that hard- 
ware retailers are alert to intelligent 
merchandising and welcome the op- 
portunity to coordinate quality prod- 
ucts, attractive displays, timely adver- 
tising and aggressive salesmanship 
at the counter. 


ANOTHER NEW DISPLAY 
PROMISES MORE SALES 
This sturdily 


ye mgs Bi SURE You » SECURE 
isplay piece ea a a ies 
accompanies 


rm | » 
Teli ge he 5 .¢ 
hot " 


each shipment 
of the “Night- 
latch Express” 
promotion 
package. 

This litho- dae ll 
graphed red, blue and yellow mer- 
chandiser provides “spotlight” dis- 
play for one each of the four types of 
locks included in the package. 


A LONG WAY FROM 
“OVER SHOULDER” 
KEY TO 

“ONE ARM” LOCK 


A dramatic view of 
the great advance 
in lock design is 
given in the Yale & 
Towne ad to ap- 
pear in June 24th 
issue of THE SATUR- 
DAY EVENING POST. 
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On the one hand: the picturesque 
but cumbersome key carried by the 
ancient Greeks. It fitted a lock which 
was probably the first to provide any 
real degree of security, but must have 
been exceedingly inconvenient to 
carry. 

On the other hand: The clever YALE 
“One-Arm” nightlatch, the lock that 
can be opened with one hand because 
the latch stays retracted when the key 
is turned and then locks automatically 
when the door is closed. It’s a pat- 
ented feature—a YALE exclusive. 

Items like the ‘““One-Arm” are why 
all America looks to YALE for prog- 
ress in locks, and why dealers every- 
where look to their YALE merchan- 
dise for consistent volume and profit. 


“NIGHTLATCH EXPRESS” 
WILL DELIVER THE GOODS 


Following are the four locks included in the 
new YALE “packaged promotion”. 
040 SPRINGLATCH, One- 
Arm—Most Convenient 
Springlatch Ever Made 
A turn of key or knob 
holds the latchbolet re- 
tracted until door is 
opened. Can be opened with one hand— 
locks automatically when closed. 
2 DEADLOCK, The Streamlined Deadlock with 
the Big Bolt 
Operated by key outside tT 
042 DEADLATCH, Extra Projection Gives Extra 
an extra throw and dead- 
locks it so it cannot be 
Operated by key outside 
and knob ipside. Latch- 


and knob inside. 
Protection” 

pried open. 

bolt held back by stop. 





An extra turn of knob or 
key gives the latchbolt 
80 SPRINGLATCH, Popular-Priced Pin-Tumbler 
Springlatch 
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Another Fast-Seller to Round Out 
Your Line of EAGLE Money-Makers 


After months of development in order to 
provide traditional Eagle security in a 
low-cost combination padlock, Eagle now 
offers No. Q4957. 

While it sets new high standards for 
combination padlock security, this pad- 
lock is available at a price that makes it 


outstanding. 


N77 








EAGLE COMBINATION PADLOCK 


NO. 04957— 
Size 14%". Shackle diameter 4". Rustless alloy 


case with case hardened steel shackle. 144 
s regular combinations with 4500 combino- 
Customers wait- tions available. Packed 14 dozen to box. 
ing for combination 
padlocks will wel- 
come the higher security built into this 
sturdy Eagle development —especially at 
its attractive price. Better order a supply 
from your wholesaler today so that your 


line-up of Eagle sellers will be complete. 


Chanoriont Sul Mahentoor- Since S533 


Subsidiary of Bowser, Inc. 
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The EAGLE LOCK Company...Terryville, Conn. 
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Invincible, 4-pt round borbs Bethco, 2-pt round barbs 


BARBED WIRE. The smooth zinc coating of Bethlehem 
Barbed Wire is tightly applied for years of rust-free serv- 
ice. Strands are uniformly twisted. Barbs are sharp, 
tightly wrapped, and equal distances apart. Available on 
80-rod spools in all standard 2-ptand 4-pt styles. Twisted, 
barbless wire also available. 


AUTOMATIC BALER WIRE. 
Bethlehem Baling Wire meets 
the requirements of modern auto- 
matic pick-up balers. It’s a special 
grade of annealed wire; it ties 
readily and has plenty of strength 
to hold tightly-compressed hay 
bales. Furnished in rewound 
coils of standard weights and dimensions to fit the 
specifications for each type of automatic baler. 





NAILS AND STAPLES. Bethlehem 
nails, brads, and staples have accurate 
shapes and sharp points. All are care- 
fully made from tough, top-quality 
steel wire. Furnished in all standard 
sizes and finishes in wooden kegs of _ 
100 Ib net weight and in paper — 
cartons and boxes. 





SOLID WIRE CLOTHES LINE. Bethan- 
ized Clothes Line is coated with pure 
zinc by an electrolytic process. It is 
extremely durable under long weather 
exposure, stays smooth, does not stain 
clothes—a popular clothes line every- 
where. Available in two connected coils 
of 50 ft each. 
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WOVEN-WIRE FENCE. Bethlehem Fence is husky, neat- 
looking fence . .. the kind farmers rely on for years of 
faithful service. The hinge joints are tightly wrapped; the 
smooth zinc coating wards off rust; and the springy ten- 
sion curves keep it tight and trim through all seasons. 
Made in all standard sizes and designs . . . for poultry, 
cattle, hogs, etc. 





BALE TIES. Silver Star Bale Ties are strong, yet tough 
and pliable for easy tying. Carefully annealed, these ties 
have a special finish which retards rust. The long, spiral 
wrap of galvanized wire protects ties from damage. It 
comes off in one piece, eliminating the danger of short 
pieces getting mixed into the hay. Standard lengths from 
3 to 15 ft inclusive. Shipped in bundles of 250 and 500. 


Studded "T" Post with Self-fastener "U" 


wire clip 








FENCE POSTS. Rolled from high-quality, new-billet 
steel, Bethlehem Posts are strong and easy to drive. 
Husky anchor plates hold them firm and upright. A self- 
fastener angle post, and the two styles illustrated, are 
popular, fast-selling posts. All are painted farm red. 
Standard lengths from 5 to 8 ft. 


BETHLEHEM STEEL COMPANY 
BETHLEHEM, PA. 
On the Pacific Coast Bethlehem products 
are sold by 
Bethlehem Pacific Coast Steel Corporation 


Export Distributor: 
Bethlehem Steel Export Corporation 
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Suppliers’ Problems 
Explored at Meeting 


OUR editors have the somewhat dubious dis- 

tinction of probably sitting in on more con- 

vention meetings than the average reader of 
this page. It’s part of the job of collecting news 
and information. And as we sit in on some of 
these meetings, the thought often strikes us that 
far more good could be accomplished by every- 
body by staying in the office or store, than in 
spending two or three days doing nothing but 
getting sore elbows from excessive back slapping. 

But in reviewing the scope, the discussions, the 
solid thinking and planning that went into the 
Industrial Supply Convention held the past week 
in Atlantic City, we are convinced that here is 
one meeting well worth attending. It was indeed 
a profitable three days. 

The meetings were down-to-earth. The pro- 
gramming was carefully and intelligently done, 
with consideration for subjects of immediate and 
pertinent interest. The speakers were well chosen 
and had important things to say. There was a 
minimum of back slapping. The dignity and com- 
fort of the conference booth program, which par- 


You Can't Run a Sales 
Campaign on Hunches 


VERY now and then you hear a remark that 

sticks in your mind for a long time. The sort 
of a remark you wish you were clever enough to 
make. We heard such a remark in Atlantic City 
last week at the Industrial Supply Convention. 
One of the speakers said: 

“You can’t run a sales campaign like a crap 
game—on hunches.” 

It seems to us that that one thought contains a 
pointed sermon on today’s marketing problems. It 
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ticularly suits the industrial supply meeting, 
stressed the advantages of this technique for pro- 
viding opportunities for distributor-manufac- 
turer contacts. 

Certainly it cannot be said that there was com- 
plete unanimity of opinion of manufacturers and 
distributors on the many subjects discussed. But 
that, in fact, is the real strength of this meeting. 
The open and very frank exploration of these com- 
mon problems; the spontaneous discussion from 
the floor, contributed greatly to a better under- 
standing of these matters. Many problems covered 
at the meeting still remain unsolved. But the first 
step, that of open discussion under terms of mu- 
tual respect and consideration, has been taken. 

A reading of the reports of this meeting, which 
are published in this issue beginning on page 51, 
will be of direct value to all HARDWARE AGE read- 
ers. 

The continued co-operation of these three groups 
in this atmosphere; the common dedication to the 
task of seeking more efficient and more economical 
techniques for moving goods from the producer 
to the ultimate user cannot help but react to the 
common good of the industrial supply industry. 
This is one meeting your editors felt was really 
worthwhile. It sets a high goal for future meet- 
ings. 


sums up the real obstacles to improved sales vol- 
ume. It applies equally to manufacturers, dis- 
tributors and dealers. 

No, you can’t run a sales campaign on hunches. 
It has to be backed up with careful preparation 
and thorough market research. The words “mar- 
ket research” have a complicated sound to them 
and tend to frighten many of us. But, actually, 
market research is not complicated. It is simply 
the substitution of facts for hunches and guesses. 
Nor is market research necessarily expensive. It 
can be applied in any magnitude. It can be used 
just as aptly by dealers with a one mile sales area 
as it can be by manufacturers with national sales. 











The distribution index developed by the ASMMA 
is an example of this technique applied to a group 
problem on a national scale. Many dealers have 
told you in these pages of HARDWARE AGE how 
they use it in their own operations. Maybe these 
dealers did not call their studies market research, 
but it was effective market research on a local 
scale. 

For example, one hardware dealer has his out- 
side salesmen fill in a form for each call showing 
just what sort of appliances the house has, how 
cld, etc. These reports give him a very accurate 
picture of the sort of market he has for various 
types of appliances. 

Have you any idea of how many brides you can 
expect in your area this year? How many young 
people will graduate this year? How many fishing 
licenses are issued? Are you guessing, or have you 
actually investigated and studied these points? 
You need to know these facts if you’re going to 
plan an intelligent sales effort. And that’s market 
research in an elementary form, a form very use- 
ful to hardware dealers. 

Whenever one talks of marketing, he must also 
think of the other vital half of any sales effort 

salesmanship. Oscar J. Koepke of Corpus 
Christi Hardware Co., wholesalers, in opening a 
recent dealer meeting, made some comments on 
salesmanship that express viewpoints too often 


Yes, It Is a Serious 
Matter, Mr. Keyserling 


gpa the reports of Washington bureau- 
crats is usually a dull and thankless task. 
But every now and they you run across a gem of 
literature that must be preserved for posterity. 
There is such a comment in the formidable, and 
probably very expensive, chart bedecked report 
of the President’s Council of Economic Advisors. 
Leon Keyserling, who was acting chairman of the 
council when the last report was made, is the 
author of this naive remark: 

“We are not getting all the expansion in indus- 
try and investment that we need to absorb the 
steady increase in the labor force. This is a seri- 
ous problem.” 

Is it possible that Mr. Keyserling was serious 
when he said that, or is it a little private joke? 

Most likely it was a serious remark. Yet, any 
normally intelligent eighth grader could tell this 
Fair Deal economic Messiah why the nation isn’t 
getting the plant expansion and industrial risk 
capital the country needs. 

Every word, every deed from Washington today 
can have no effect but to further shrink any pos- 
sibility of expansion. Instead of voicing this 
plaintive, but quite silly, complaint, did Mr. 
Keyserling and his Fair Deal cohorts ever ask 
themselves what they could do to encourage busi- 
ness to undertake expansions and how they could 
provide the proper atmosphere for attracting risk 
capital? 

Can you invite plant expansion when taxes con- 


overlooked. His comments are well worth repeat- 
ing here. 

Mr. Koepke told the meeting of dealer sales- 
people, “Retail sales people have been working 
under a handicap for years, the handicap of the 
lack of adequate knowledge of the process of mak- 
ing asale. Positive selling requires knowledge and 
confidence. The lack of these factors in many of 
today’s salespeople has created an excess of un- 
desirable negative selling. The return of competi- 
tive conditions, introduction of new products, and 
consumer reaction to past sales practices point 
to the vital need for improved salesmanship... . 

“A majority of today’s sales people have had 
little or no instruction in the science of selling. 
Cordial, efficient customer relations promote satis- 
fied customers and create repeat sales. These re- 
lations can be accomplished through the use of 
intelligent sales practices by sales people on the 
floor. Most things are in good supply today, but 
there is still a serious shortage in creative sales- 
manship. 

“Why is selling important? Sixty pet of the 
production of all factories will be bought by con- 
sumers without unusual sales effort. It is the 
other 40 pct which must be sold which means full 
employment, profitable production, low cost, low 
prices and a healthy economy. To sell that 40 pct 
requires sales training, sales effort—actual sell- 
ing. That is the job of salesmanship.” 


tinue to mount in an almost geometric pattern; 
can there be an invitation to expand when bigness 
is scathingly described as “immoral”; how can 
a proponent of national ownership of production 
facilities expect to interest investment capital; is 
the deliberate espousal of deficit financing in- 
ducive of confidence in the future? 

The answers to these questions seem so obvious 
that it is difficult to believe that the head of this 
council, a group that is supposed to guide the 
President in matters of national economics, is 
serious. Yet he undoubtedly is. 

No good will ever come, of course, from an at- 
tempt to change the opinions of the Fair Dealers. 
Reason and common sense have gone the way of 
the five-cent cigar. 

The only corrective that will ever be effective 
is to replace the Fair Deal with an American 
Deal; to put in office men who are sane and level 
headed and do not make fetishes of doctrines 
which history has time and time again proved to 
be unsound. 

Businessmen, large and small, who have so 
much at stake in the future, must be the men who 
will lead this revival of sanity. They must take 
an active role in government on all levels, local, 
state and federal. There are many encouraging 
signs that this trend is already underway. But it 
cannot succeed without a team effort. There is 
so much that can be done by everyone. You don’t 
have to start big; start small. Begin, now, by 
making certain that your congressmen know your 
opinions; tel] them over and over again. And a 
very good place to start is by writing them of 
your views on taxing the co-ops. There’s still 
time to do your share in taxing the untaxed. 
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UNITED NATIONS 
SECRETARIAT BUILDING 


. located on the East 


... tall, serious, structur- : 2 
y » River in the heart of New 


ally efficient forerunner 


York City . . . potential 

7 = _ > : as 
of World history in the site of man’s most bene- 
making . . . “workshop ficent work . . . a beacon 


for member delegations 
and specialized agencies 
in their efforts for World 
organization for peace... 


for the peaceful aspira- 

tions of the World. 
Wallace K. Harrison, 

Director of Planning. 





¢e SYMBOL OF WORLD’S HOPE FOR SECURITY e 


“Finishing Hardware by Lockwood’’ 


SYMBOL OF HARDWARE 
INDUSTRY’S STANDARD 
OF SECURITY... 


Lockwood's ‘5100 SERIES’? HEAVY 
DUTY, STANDARDIZED MORTISE 
CYLINDER LOCKS .. . attractive, spe- 
cially designed urn-shaped knobs with 
concealed screw roses...secure “Lockwood 
12 Section Grand Master Key System’... 
efficient, precise Lockwood Ball Bearing 
Door Closers . . . specially designed door 
pulls and many other Lockwood engi- 


neered items. We are sincerely proud of 


our part in this historical project. 





LOCKWOOD HARDWARE MFG. CO. 


Division of Independent Lock Company 
FITCHBURG © MASSACHUSETTS 
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No Excise Tax Cuts This Year 
Rumored By Capitol Leaders 


High-ranking congressional leaders are now 
quietly passing the word to their rank and file: 
Don’t make any bets on lower excise taxes this 
year. 

The growing suspicion in recent weeks that 
the retail trades may not—after all the hulla- 
balloo—receive any relief this year from war- 
time excises was sharpened the other day when 
a key member of the tax-writing Senate Finance 
Committee declared that it would be “impossible” 
for the Senate to act if the House had not com- 
pleted action on the tax bill by June 1. 


OUTLOOK: Chances are increasingly 
dim at this time for tax reduction. A 
number of congressmen secretly feel that 
they can “get off the hook” with the 
voters if they pass a tax-reduction bill 
and then adjourn, thus passing the ball 

# to President Truman who is almost cer- 
tain to veto it on the ground that “the 
government can’t get along on less rev- 
enue than it is receiving now.” There's 
an outside chance, however, that the: 
Senate may take the bit in its teeth and 
tack an excise-reduction rider to an un- 
related bill on short notice. 


Government Planners Hint at 
Reviving Fed. Public Works 


Efforts are being renewed behind the Wash- 
ington scene to stir up new support for a big 
federal public works program. Construction ex- 
penditures in 1950 is now expected to reach an 
all-time high of at least $20 billion. But govern- 
ment planners say this is not enough. They 
figure, on the basis of past percentages, that con- 
struction work should equal 10 pct of the national 
income. On this premise, such work should now 
be at the $25 billion rate. 

Hints are being made that unless private con- 
tractors see the light and step up production 
still more, it will be necessary for federal, state 
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ashington 
NEWS and VIEWS 


By Washington Bureau of 
HARDWARE AGE 


and local agencies to step into the breach. This 
implies an increase of about $5 billion in the 
public construction rate. 


OUTLOOK: In view of the present size 
of the budget, increasing pressure for 
government economy, and the fact that 
one of each four current construction 

e dollars is public money, any proposal for 
a sizable boost in public construction 
would fall on deaf Congressional ears at 
present. 


Senate Small Business Comm. 
Gets Lucas’ Cold Shoulder 


A new switch on an old adage is currently; 
being worked by the Senate leadership: ‘For 
what man of you is there if his son ask bread 
will give him a stone?” 

Small businessmen asked the Senate leader- 
ship earlier this year for advice and counsel on 
problems of small business. For many weeks, 
all they got was cold silence. 

Finally, under pressure from Republicans and 
a few Democrats who voted against their lead- 
ers, they succeeded in getting the Senate to 
establish a committee to study small business 
problems. 

Now they’ve hit another road block. Majority 
Leader Scott Lucas, D., Ill., says he cannot see 
his way clear to give the new committee any 
funds for its studies or a payroll with which to 
pay a committee staff, or even office space. To 
date, in fact, the only word of encouragement 
has come from Senator Sparkman, D., Ala., who 
said he would meet soon with officials of the 
Capitol’s departments and agencies in an attempt 
to find out what kind of help small business 
wants. 


OUTLOOK: Much talk, but little action, 
will continue to characterize the Senate’s 
attitude toward small business for the 
rest of this year. Real reasons why Lucas 


(Continued on page 99) 
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Master Jock Company, Milwaukee, Wis. © World Leading Padlock Manufacturers 
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Night Light 

Davis Mfg. Co., Plano, IL., 
offers a night light cased in 
plastic which takes a_ 6-watt 





bulb and plugs into 110-volt 
socket. Light said to be harm- 
less to youngsters; no shock 
Packed in compact counter dis- 
play carton, holds 12. Also used 
for a flash bulb tester or tester 
of other electrical items. 


Ala-Diner 

Aladdin Industries, Inc., 703 
Murfreesboro Rd., Nashville, 
Tenn., is making an aluminum 
picnic case equipped with ser- 








In Hardware Merchandise 


vice for six including plates, 
cups and knives, forks and 
spoons with colored plastic han- 
dles, salt and pepper shakers, 
cork screw, can opener, remov- 
able sandwich compartment and 
two one qt. Hy-Lo vacuum bot- 
tels. Two and four part kits 
also available. Said to keep food 
fresh, 


Electric House Number 


Nutone, Inc., Madison and Red 
Bank Rds., Cincinnati 27, Ohio, 
offers a brass or chrome finished 
electric house number retailing 
for $6.95, including numerals. 
Fits inside house on window sill. 
Equipped with plug-in cord. Ro- 
tary switch turns light bulbs on 
or off. Ruby light at back in- 





dicates if bulbs are on. Ac- 
commodates 3, 4, or 5 numerals. 
Packed six to carton with 11 by 
14 in. free counter display. 


Salt-Water Flatfish 

Helin Tackle Co., 6342 Pul- 
ford, Detroit 7, Mich., offer 
three Flatfish models of plastic 
in 5, 5% and 6-in. lengths. May 
be used for salmon, stripers, and 
other large salt water fish, also 
for large fresh water fish as 
muskies. Some equipped with 2 
large double hooks while others 
have 2 sets of 2 singles, arranged 
so as to prevent fouling. 


Welloct Tool Kit 


Palmer Welloct Tool Co., 
Meadville, Pa., offers a small tool 
kit assembled in a transparent 





folding plastic case containing 
general utility pliers, self-grip- 
ping angle nose pliers, blunt 
nose forceps and screwdriver. 
Pliers are of a design which is 
said to permit a wide diversity 
of applications and extra 
strength without pressure on 
bolt. Tools are hand made drop 
forgings of chrome alloy steel 
with precision milled teeth, heat 
treated and polished to mirror 
finish. 


Rounded Corner Pads 


The Metaloid Co., Cleveland, 
Ohio, offers its Nu-Top stainless 
steel and chromium plated stove 
pads with rounded one-piece cor- 
ners. Two new sizes are avail- 
able—17 by 19 and 15 by 19 in. 
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Latest Information on New Products 


And Services for the Hardware Dealer 


Paint Remover 


The Ex-Kolor Co., Inc., Dan- 
bury, Conn., is offering a paint 
and varnish remover Ex-Kolor 
in powder form which is non-in- 
flammable and odorless. Powder 
mixes with water to form a thick 
paste which is applied with 
brush or putty knife. The paste 
works by itself; said to dissolve 
from one to eight coats of paint 
or varnish. No after treatment 
with solvents necessary. An 8 
oz. box, packed 24 to carton re- 





tails for 94 cents, lb. box, 12 to 
carton, $1.69 and 12-lb. bag re- 
tails for $14.30. 





Gravity Feed Oilers 


Oilers employ a ratchet con- 
trol permitting them to auto- 
matically supply a measured 
amount of lubricant to plain, 
stationary and _ anti-friction 
bearings. Spring mechanism 
locks adjustment into position. 
Protecting cap shields mecha- 
nism. Dual purpose vent relieves 
suction and back pressure and 
provides an overflow when feed 
is set too fast. Oil supply visible 
through shatterproof rein- 
forced plastic reservoir. All 
metal parts heavily plated. 
Available in 1, 2, 4, and 8 oz. 
capacities, 4, 14, and %x in. pipe 


HARDWARE AGE, JUNE 1, 1950 


thread. Trico Fuse Mfg. Co., 
2948 N. 5th St., Milwaukee 12, 
Wis. 
Party Bowls 

White Studios, 2421 McKin- 
ney Ave., Dallas, Tex., offers the 
Party Bowl, protected by a 





Duroseal finish so that the hand- 
painted horse, “Candy”; clown, 
“Peanut,” and the lion, “Cookies” 
will remain colorful. Available 
in sets or individual pieces. Fuli 
set includes 13-in. salad bow' 
with all three figures, 20-in. Lazy 
Susan with three and three 9 in 
snack bowl, each with a different 
figure. All made of rock hard 
northern maple. 


Scalloped Awning 

Fawsco Mfg. Div., Falls 
Stamping & Welding Co., Cuya- 
hoga Falls, Ohio, has added the 
Coronet awning to _ its line, 
which features scalloped panels. 
Like rest of line, all aluminum 








awning is packaged and ready 
for installation. Panels are at 
an angle permitting light while 
protecting window from sun, 
(Continued on page 122) 


TO HELP YOU SELL 


| 
New Displays and Other | 
Dealer Sales Helps 


A counter display in yel- 
low and black has been de- | 
signed for merchandising 
Touch ‘N’ Grip Finger-tip 
wrenches, which enable 
nuts in confined areas to | 
be reached with ease. Unit, | 
which also serves as a 







ee sitio | 
SSan al \ 


a 





wate? 


packaging carton, occupies 
less than 36 sq. in. of space 
and is of heavy cardboard 
construction. Carton con- 
tains 12 sets of four 
wrenches mounted on 
tubes. F. E. Redfield Co., 
Dumont 5, N. J. 


Disston Film 


Henry Disston & Sons, 
Inc., Philadelphia, Pa., has | 
produced a full color 16 | 
mm film on chain saws, 
The Woodcutter’s Dream. 
Some footage was filmed 





(Continued on page 131) 
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Price Rises Reflect 
Strong Bidding for 
Basic Materials 

Businessmen in recent weeks 
have been paying closer attention 
to buying and pricing and to the 
condition of their inventories as 
a result of an upward trend in 
the prices of a number of basic 
commodities. 

Soft metals have had a steady 
and rather marked rise. Lumber 
and building materials have been 
tight in supply and prices have 
advanced sharply. Gasoline and 
rubber have shown increases. In 
consequence of earlier rises in 
copper and zinc, brassmakers 
have advanced their prices. 

Builders cannot get iron pipe 
and other plumbing and heating 
materials in sufficient quantities, 
and there is some grey market 
activity. 
priced copper piping, they have 
had to pass along their higher 
costs to the home buyer. 

There has been much specula- 
tion about the development of 
another inflationary period, but 
a downturn in farm prices may 
act as a curb to this tendency. 
Lagging sales in soft lines and 
stiffer competition in all lines are 
two other major factors to be 
considered. 

More new peaks in business 
have been attained, the most im- 
portant being in construction. 
Work put in place during April 
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Resorting to higher 
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Competition acts as curb to price run- 


aways... Building materials higher... 
Credit buying hits new high... 62 pct 
more homes built in April than in '49 


was worth $1,697 million and set 
an all-time high for April. Home 
building made up the greatest 
share. In April, 125,000 housing 
starts were made, exceeding the 
March total by 15,000 homes. 
One-and-a-half times as many 
new homes were started in the 
first four months as in the same 
period of last year. 





Residential Building 

A Federal Reserve index 
for the value of residential 
construction and real estate 
contracts awarded, for the 
month of March was twice 
as high as it was at the 
same time, last year. The 
index figure for March was 
268 as compared to 130 last 
March. The index figure 
for February 1950 was 260. 





Dept. Store Sales Drop 


The dollar volume of depart- 
ment store sales tumbled sharp- 
ly in the May 6 week, the Fed- 
eral Reserve Board reported. 
The week’s sales were 10 pct 
under last year. Sales so far 
this year have averaged 3 pct 
under the corresponding period 
of 1949. 

The decline in the latest week 
reflected in part the fact that 
Mother’s Day did not come un- 
til May 14 this year, while in 
1949 it was on May 8. 


Half Million Homes 
Built in Five Months 


April was the biggest month 
so far in the current home build- 
ing boom, according to figures 
from the Bureau of Labor Sta- 
tistics. With 126,000 starts on 
houses, April gained 15 pct over 
March, and was 43 pct ahead of 
April a year ago. 

So far this year, B.L.S. said, 
each month has been a record- 
breaker. The four-month total 
was “almost 395,000,” surpass- 
ing 1949 activity for the like 
months by 53 pct. Last year, the 
half-million mark was reached 
in July. This year it seems 
“quite likely” that 500,000 units 
will have been started by the end 
of May. Last year’s home build- 
ing total of 1,025,100 was the 
best year in American history. 

The April speed-up in activity 
was country-wide, B.L.S. said. 
The most striking advances so 
far this year over last were 
in the east north central states, 
where building was more than 
double that of 1949. 


Building Materials 
Demand Exceeds Supply 
The building materials indus- 
try probably will have to increase 
its output, to keep up with the 
building boom, says the U. S. 
Dept. of Commerce. 
Despite the record levels for 
(Continued on page 154) 
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The product of 104 years’ experience 
in fastener manufacturing, 
sold through the finest distributors 
in the world. 





— 
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DISTRIBUTOR 
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Assure satisfaction and dependability by 
selling RB&W Small Rivets . . . the product 
of more than a century of continuous 
research and progressive development in 
rivet manufacturing . . . backed by the 
skill of four generations of 


RB&W men and women. 


RB&w 


THE COMPLETE QUALITY LINE 











ae 


Plants at: Port Chester, N. Y., Coraopolis, 
Pa., Rock Falls, lil., Los Angeles, Calif 
Additional sales offices at: Philodelphio 
Detroit, Chicago, Chattanooga, Oakland 


Portiond, Seattle 





104 YEARS MAKING STRONG THE DISTRIBUTORS THAT MAKE AMERICA STRONG 





RUSSELL, BURDSALL & WARD 
BOLT AND NUT COMPANY 
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keyed for harmony 


Riegel Work Gloves provide a perfect harmony of comfort, pro- 














tection and long wear. It’s a combination of quality and economy 
important for those who demand a sturdy work glove .. . yet 


one that allows the fingers to move with freedom and comfort. 





Produced in a single plant for uniform quality, and styled for 


LEATHER PALM GLOVES . ‘ . ‘ 
Golden tan, pigskin grain leather palm with every need, Riegel Gloves make their own music—selling music. 
full leather thumb, full leather index finger and 

leather finger tips. Brown, gold and red striped 

fabric back, Gauntlet cuff has continuous pull 


with knuckle strap for longer weor and elastic Send for our new complete catalogue or ask your jobber for a 
back strap for comfort. 





pat 

copy. You will find over 130 different numbers to help you (ee 
a 
select the exact styles that will sell best in your locality. &’ 
B 
ee 
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RIEGEL TEXTILE CORP., 342 MADISON AVE., NEW YORK 17, N. Y. 
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DOUBLE CHORE GLOVES 

Double thickness throughout, golden brown 
flannel for extra warmth and wear, Used by 
outdoor workers in cold weather as well as oil 
and mill men. Gloves and mittens... made 


in rubberized or quilted styles with knit wrist WORK GLOVES 
or safety cuff. 
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ONITE ASPHALT VEHICLE“ ngF 
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Hg ON OME COAT LONG WEARING FNS 
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aN N carries this warranty which Reynolds Metals Co. is 


fu ya Gilsalume 
t 
hymn” 


powerfully advertising nationally in farm publications. It as- 









sures the consumer of finest quality asphalt-aluminum roof paint 
and can be an important sales help to you in selling Gilsalume’ 
The one coat weathering qualities of Gihafuns plus its low cost 


make it an outstanding profit builder for you. 


Write today for full particulars and prices on \j_<_;', promotion for Gis. siume 
which ties in with Reynolds’ campaign. 


UNITED GILSONITE LABORATORIES 


SCRANTON + PENNSYLVANIA 
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VISUAL 
MERCHANDISING 








mean 
glass prof 


window 


Dealers themselves are the ones who say L:O-F 
Window Glass is quality glass and easier to cut. 
When you start with these two advantages, all 
that remains between you and increased window 
glass profits is the merchandising. 


FR EE for your asking! 


Your L:O-F Glass Distributor 
has earmarked for you a copy 
of this NEW 16-page booklet 
that points the way to better 
merchandising and greater win- 
dow glass profits. Ask him for it, 
or write us direct if you prefer. 


greater 
its for you 


There, we can help you—by recommending 
the best sizes and quantities to stock, by helping 
you set up the best visual merchandising rack 
for storing, cutting and selling L-O-F Glass, and 
by supplying advertising material for you to use. 
This help is yours for the asking. Call your 
L-O-F Distributor or write Libbey-Owens:Ford 
Glass Company, 1465 Nicholas Bldg. oledo 3, O. 





LIBBEY> OWENS - FORD 
a Ged Name tw GLASS 
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QUALITY 
PreeouctTs 


SUPER Retains It’s Brilliant RED Color Indefinitely! 
nie NE RS aly | Here's the new formulation that makes this the greatest protect- 
at os¢ On ive paint of alll Exceptionally DURABLE because it contains a 
PUD BRONZE PAINT CON” 4 combination of specially processed oils and synthetic resins 
ae ‘ giving maximum flexibility and check resistance! A positive 
coating for ALL SURFACES, wood, brick or metal, because it is 
rust and water resistant... with MAXIMUM ADHESION! And 


with all this...now available at NEW LOW PRICES! 


4 {7 oe 

A BA Move tony 
ONE OF THE WORLD'S LARGEST te wend if 
CLEVELAND 19, OHIO \S 


MANUFACTURERS OF ALUMINUM PAINTS 
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JSET OF 4 
OF A KIND, Boxed 


| STEMWARE 

$950 * 
' TUMBLERS 
$50 * 


.. LIBBEY’S NEW 
GLASS SERVICE! 






*Suggested Retail Price— 
slightly higher in South and West. 


i 
i 
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} PLenty OF SHOPPERS are going to waltz away from your store 
with Libbey’s new Spring debutante after it’s introduced in the 
Juhe issue of HOUSE & GARDEN! 

Just look—“Laurel Classic” is rich cut-glass stemware . . . with 
tumblers to match. The ladies can use both on their table . . . a new 
| idea that’s both correct and practical. Each glass has several uses, 
stems are low, functional. And there’s real economy-appeal in 











. - . . J] ° ‘J 
Water Goblet —_Porfoit Sherbet or Libbey’s famous guarantee: “If the rim of a Libbey ‘Safedge 
or Beverage or Juice Champogne . : ° ae +4999 ss 
Glass ever chips, we'll replace it! 
Make “Laurel Classic’’ pay off for you by timing its debut in your 
store to tie in with the national promotion in HOUSE & GARDEN. 
Order a big supply now .. . plan a display featuring “Laurel 
; - 7 ¥ Classic” and the HOUSE & GARDEN advertisement. Then limber up 
Lal . . . e - Pat) 
your arm for a busy time ringing up sales of “Laurel Classic”! 
Bow! or “Toddler” or = Beverage ked Tea To order—contact your nearby Libbey Glass distributor, or 
Dessert Dish Old-Fashioned — or Hi-Ball or Cooler * , : 


write direct to Libbey Glass, P. O. Box 1035-1036, Toledo 1, Ohio. 


LIBBEY GLASS nn 
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¢ Stock the Speed-Grill 







Speed-Grill is not 
made of stamped metal. 


It is manufactured by casting 
Aluminum in precision dies under high pres- 
sure. This latest improved process assures 
quality and dependability. Speed-Grill is 


built for lifetime use. 


Hold Speed-Grill . 
over Gas Range, Elec- 
tric Range, Electric Hotplate, 
Fireplace, Open Fire, etc. 


at our expense! 


Moone aE Si “GREET 













TRADE MARK REGISTERED 


makes SEALED 


vy GRILLED SANDWICHES 
- RAREBITS . PIES 
“ PIZZA PIES 
~- TARTS 








GRILLED SANOWICH 





Place slice of bread on 
bottom grill — place 
filling in center of 
bread — cover with 
other slice of bread— 
close Speed-Grill. Hold 
over heat. 


Result: Golden-grilled, 
flavor-locked delicious 
Sandwich. 


PIZZA PIE 


Slice an English muffin 
in half. Spread filling 
of canned tomatoes, 
season with salt and 
paprika and touch of 


garlic. Hold over heat. 


Here’s a “quickie” 


they'll rave about. 


SQUARE FRUIT PIE 


Make same as grilled 
sandwich but use 
canned fruit or pre- 
serve filling. Sprinkle 
with powdered sugar 
when finished. 

Result: Generous size, 
tasty, individual square 
pies. 





ay. 
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FRUIT TART 





Use half of an English 
muffin. Spread canned 


NO 
TRIMMING 


pineapple, stewed 
fruit, marmalade or 


preserves. Hold over Because unlike most other Toasters, gen- 
heat erous-size Speed Grill is designed to 

p accommodate the entire slice of bread 
Result: An excitingly - No trimming necessary . . . 


new kind of dessert. Result: full size sandwiches, square pies 




















etc. 





PLEASE: Do not confuse Speed-Grill with similar looking 
products. Speed-Grill is not a metal stamped “gadget.” It is a 
quality aluminum die-cast utensil. 


* No Waste—No Trimming. Speed-Grill accommodates the entire 
slice of bread. 


* For indoor or outdoor use. Used with Gas Range or Electric 
Range indoors. Over any open fire on picnics, hunting trips, 
ete. 


RETAIL 
PRICE 


“7 49 





SPEED-GRILL SNAP-APART FEATURE 





A specially designed snap-apart hinge enables you to easily separate the two 
Speed-Grill halves. The individual halves are used for grilling (two at a time) 
open sandwiches, rarebits, pizza pies, tarts, etc. The snap-apart feature also 
makes it extremely easy to clean the Speed-Grill. 


If your regular jobber can’t supply you, order direct from us. 


' TODAY. 


Mail coupon or your own order 








Multi-color counter 
display sent with each initial 
order. 


ATTENTION 
MANUFACTURERS’ AGENTS 


Some choice territories are still 
open. Write for full details. 





A® CHALLENGE 


Give us permission to ship 
you one or more dozen of 
our Speed-Grills including 
display board, literature, 
etc. Simply place it on sale 
—don‘t push it. If you’re 


pay only for what you 
have sold — return the 
balance to us. 


STEUER MFG. CO. 
2248 Second Ave., Dept. H New York 29, N. 


Gentlemen: 


Send me [] 1 doz. 
to retail at $1.49 (your cost $12 per dozen) and free 
merchandising material. This order is placed with the 
understanding that all unsold merchandise may be 
returned for full credit within 30 days. 


0 2 doz. ( 6 doz. Speed-Grills 


Your name Title 
not completely sold out 
and ready to re-order | ! 4¢** 
within the first 30 days, City Zone... State 


Jobber’s name and address 


1 
! 
Pie 
! 
! 
! 
1 
1 
| 
1 
Store name 1 
1 
! 
1 
| 
! 
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CLEAN UP ON SALES AT FAST 


HERE'S A | | TURNOVER PRICES! 
| pAbntistic's Ketehenuatds 
| atthe 


| 
| | 
pel) ‘ a e FA ” @ f Y ’ 
MAKE REAL FRIENDS because they are convenient space 
savers. Highly functional, coated with sturdy, dependable 
VINYLITE, they will not rust or peel. VINYLITE PLASTIC 
cushions and protects; it is superior to any other coating. 
It outlasts rubber many times over. This finish, which is 
nationally advertised by BAKELITE, does not stain, discolor 
or become soft and sticky in soapy water. ARTISTIC Kitchen- 
aids are priced right for fast volume selling at real profit! 


=50-GD 
WYilelameeotuleliilelilelal 
aie. GLASS DRYER and 
3 DISH DRAINER 


ors oY, 4 == - FD NICHOLS 163, x13 Y_ "x7 


PARENTS cS 
Pyrat quiet ON etree of 


ae 
Ge Gearebioed by > ae 
Good Housekeeping ee R- 
248 oveanstn 18> Se” TRACE MARK 


SOLID AND STRANDED 


ALUMINUM 


CLOTHESLINE WIRE 
“The Washday Sweetheart” 


e WON'T RUST « WON'T ROT 
@ WON'T CRACK 
e HOLDS ALL TYPES OF CLOTHESPINS 
e WILL NOT SOIL WASHINGS 
=49-9 


Display this top sales-builder for steady profits. Millions caine divas ais eace 
of feet of Nichols Never-Stain Aluminum Clothesline 147x115 "x1 


have been sold. Costs no more than ordinary clothes- va TWiki menue 
line. Ideal for yards, basement or attic. taeae tire suk BACK 14Vq"x12Y_ "x3 % 
16% «12% xl 


NATIONALLY ADVERTISED TO OVER +49-BB 
LARGE DISH DRAINER 


20,000,000 READERS 1645"213%5" x4” 


BETTER HOMES & GARDENS 
HOUSE BEAUTIFUL 
AMERICAN HOME 

GOOD HOUSEKEEPING 
PARENTS’ MAGAZINE 
WOMAN'S DAY 
PATHFINDER 

SUNSET 

HOUSEHOLD 


PACKED 
4-300 FT. COILS 
PER CARTON 


=49 PLATE STORAGE RACK 748-E EGG BASKET 
11° x6" x 5% 7° x7" x3 


AT @eeeseeece 


# 
é A P A a P Contact your nearest distributor for 
One continuous coil of 300 ft. marked with bright red cost prices and promotional allowances. 
plastic tape every 50 ft.Saves measuring and sales time —— write to our main office direct. 


AA: NICHOLS WIRE & ALUMINUM CO. 
=— WIRE PRODUCTS CO., Inc. 
NS ARTISTIC EAST HAMPTON, CONN 


ALUMINUM I$ NOT A SUBSTITUTE! 
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The customer’s preference | 
is always the dealers’ 
profit line 


WASHINGTON. OIL HEATERS 


@ Yes, where customers talk about real 
home heating comfort, low fuel consump- 
tion, trouble free performance and out- 
standing beauty—you can rest assured 
they’re talking about the new WASH- 
INGTON FRUGAL OIL BURNING 
HEATER models. 

Beautifully designed and finished in Wal- 
nut porcelain enamel finish WASHING- 
TON FRUGAL HEATERS have all the 
plus features that guarantee satisfied 
customers and dealer profits. 








Plus Features... 


*% Down-draftHot Blast tube spreads flame, increasesheat 
capacity on high fire, makes possible less oil consump- 
tion on low fire. 


* Radiant heat is provided by Ray-Dors and grille in 
lower front. ‘. 


* Three hot-air ducts in rectangular combustion chamber 
provide greater radiation surface, increase heating 
efficiency. 

* Instaliter available for quick starting; electric fan 
easily installed for forced heat. 


* Waist-high oil control. Easily removed stainless steel 
burner. 


au arr rerhllCerlCeOeee Oe "I 
GRAY & DUDLEY CO., Dept. HA r 
Nashville 3, Tenn. 

Gentlemen: | 
I 
| 
I 
I 





Please send me further details regarding new line of WASHINGTON 
FRUGAL OJL HEATERS. 


NAME _ 





CITY ZONE _ STATE 


Established 1862 


GRAY & DUDLEY CO. enn 
Nashville 3, Tenn. The most compete line! 
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Do you supply 


| => The Hardware Field 
| s+ The Industrial Field ? pov 





#tc.u.s eat 


| is TOPS in BOTH! 





Thousands of inquiries have been received from people 
who have seen aluminum wire-screening ads in 
American Home, Better Homes & Gardens and | 
Holland’s. Inquiries asking for more information, 
asking where to buy new, strong, non-staining, 
long-lasting wire screening made of ALcoa ALCLAD 


re 
=. 





ALUMINUM. 
The wire screening identified by this tag: K5-24B 
Wood frame, square 
front tray, pneu- 
matic tire, general 


purpose barrow. 


The JACKMANCO line offers you the best 
single source of supply for both your Hard- 
ware and Industrial accounts because: 

1. The line is extensive. It includes every 

type of barrow you will need. 

2. The line is a leader. It has enjoyed a 
fine reputation for 74 years and the 
name cuts down sales resistance. 

3. Every item is quality made. This elimi- 
nates customer complaints and helps you 
get repeat orders. 





-». woven by these leading manufacturers: 


American Wire Fabrics Corp. 

Chase Brass & Copper Co. 

Clinton Wire Cloth Company 

Cyclone Fence Division 
(American Steel & Wire Co.) 

Hanover Wire Cloth Company 

Heilig Bros. Company, Inc. 

The C. O. Jelliff Manufacturing 
Corp. 

Keystone Wire Cloth Company 


New York Wire Cloth Company 
Pacific Wire Products Co., Inc. 
Pennwoven, Inc. 
Spargo Wire Company, Inc. 
Standard Wire Cloth & Screen 
Company 
Reynolds Wire Company 
Wickwire Brothers, Inc. 
Woven Wire Fabrics Div. 
(John A. Roebling’s Son, Co.) 


4. Every item is competitively priced—and 
your customer gets more value for his 


dollars. 


You can help yourself to greater business 


success 


when you 


MANCO products. 


JACK- 


capitalize on 


ACT NOW! Cash in on this red-hot item. Con- 


tact your supplier—order today. For complete infor- 
mation on our free promotional material for your store, 
fill in the coupon below. Do it now! 






ALUMINUM COMPANY OF AMERICA Jex 275 





open All steel, square 
1415F Gulf Building front tray. For home 
Pittsburgh 19, Pennsylvania and garden. 


Please send me information about your free aluminum wire screen- 
ing promotional material: 


"Superior Products Since 1876" 

















Name icicingeaaiialeanananiies iis 
Address 
JACKSON MANUFACTURING CO. 
City ___ a HARRISBURG © PENNSYLVANIA acol 
a st A I RENEE ONE NN Li 
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You can now offer your customers 
three separate pieces of lawn main- 


tenance equipment: sickle mower 


power money- -making — leaf mill — lawn mower — all 


powered by this single Jacobsen 


| fl it a tta C h il} ents unit. Simple to operate, easy to 


switch from one attachment to 













the other. Write 
for full details. 


Power Lawn Mower 


20-inch cutting width 
$210.00 Complete 






Power 
Sickle Mower 


36-inch cutting width 
$185.00 Complete 


Power Leaf Mill 


20-inch width 
$210.00 Complete 





Lawn Mower 


$60.00 


Leaf Mill 
$60.00 






Sickle Bar 
$35.00 






RACINE, WISCONSIN 


Heavy-Duty 36-inch power scythe, $235 
Pacobsen — Most Complete Eight power mower models, $99.50 up 


Line in the Industry... Power Lawn Edger, power mower accessories, hand mowers 





to 
vl 
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THE LEADER 


GIVES YOU MORE! 


More features that appeal to fishermen. 
Quality you can recommend with confidence. 


Nation-wide advertising and publicity that continually 
makes these two famous names ever better known. 


All this you get when you stock Ocean City Reels 
and Montague Rods! 


What’s more, they are priced to sell . . . and to give you 
a good profit as well! Order through your jobber, please. 





Ocean City’s "Bay City” 
Reels— Most popular 
star drag model ever 
built, with every fea- 
ture fishermen want. 
Strong, smooth gears, 
Oilite bearings, all ex- 
posed metal heavily 
chrome-plated. 


No. 112—250 yd. $8 
No. 113—300 yd. $9 





Montague Stone Harbor 
2 Piece Boat Rod "12 
SHB”— Flame-finish 
split bamboo, tough 
and sporty. Tip and 
butt equal length. 
Nickel- plated, hand 
welt, double-thick re- 
inforced ferrules and 
Titelock reel seat. 

$12.00 
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THE ONLY COMPLETE LINE 
Fly Fishing— Reels $1.50 to 
$10; Rods $6.50 to $55 


Bait-casting —Level-wind reels 
$2 to $20; Rods $5 to $25 


Salt-water, Lake, River — Reels 
$4 to $27.50; Rods $6.50 to $25 


Big Game Fishing— Reels $20 
to $125; Rods $20 to $82.50 


Write Dept. 62 for free Catalog 





OCEAN CITY REELS 


OCEAN CITY MFG. CO., A & SOMERSET STS., PHILA, 34, PA, 


MONTAGUE RODS 


MONTAGUE ROD & REEL CO., MONTAGUE CITY, MASS, 


WORLD LEADERS IN RODS AND 


4 
@®@eeeeeese#e7s6 


REELS 
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SAVAGE 

MODEL 24 

.22 RIFLE— 
.410 SHOTGUN 
COMBINATION 





THE FAMOUS 
OVER 


\/ A 
WY 
<n 


as 


FOR FUN, FUR or FEATHERS 


.... here’s the ove gun that’s ideal for all three! 
Shooters use the accurate “22” rifle barrel for plink- 
ing, informal target shooting and small game. Then, 
with the flick of a thumb, the dependable “410” 
barrel (3” or 21%” shells) is ready for flying game, 
pests or targets. It’s a ‘‘natural” for your arms dis- 
play—and it’s the only .22-.410 combination in reg- 
ular production. 


SALES SLANTS 


Display the Model 24—when they see it, they want 
and forearm it. It’s a lightweight, streamlined, compact beauty 
7 ee at ... practical and low priced. 





Now with stock 






Point out that the upper barrel shoots .22 long 
rifle, long or short cartridges (regular or hi-speed)— 





LETE LINE the lower barrel, .410 shot shells. 
$1.50 to ‘ 
$55 ' 
-wind reels a 
to $25 Show them how easily the button j 
ver — Reels barrel selector permits instant use 
16.50 co $25 of either barrel. Demonstrate the 
grag unique single trigger action... 
ae emphasize the two-way top snap 
action for either left- or right-hand 
shooters. 
eee ANY MONTH... 


it’s “good business” to feature Savage, Stevens 
and Fox shotguns and rifles. From “22” rifles 
to shotguns to big game rifles, there’s a Savage, 
Stevens or Fox that’s the best value for every 
shooter. Know them, display them, se// them 
—and watch your arms profits soar. 


SAVAGE ARMS CORPORATION SAVAGE + STEVENS: FOX Rifles and Shotguns 
Firearms Division Chicopee Falls, Mass. SAVAGE * WORCESTER Power and Hand Lawn Mowers 
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Your best rural customers 





These prosperous farm people are Country Gentleman readers—typical of hun- 
dreds of other families right in your own trading area—good customers to culti- 
vate. Country Gentleman’s 2,300,000 circulation is concentrated in the Top Half 
group that gets 9 out of 10 farm dollars! And families like this .. . 


see your best-selling brands 


in Country Gentleman 





Fast-moving lines are advertised in Country Gentleman, No. | farm magazine in 
advertising revenue! So display and push these Country Gentleman advertised 


brands... . 


Absorbine Remedy for Horses 

Acme Paints & Kem-Tone 

Alcoa Aluminum Pigments 

Alcoa Portable Irrigation 
Systems 

Apex Dish-A-Matic Dish Washer 

Armstrong — Compound 

Arvin Household Products 

Asgrow Seeds 

Ashley Woodburning Stoves 

Atkins Hand Saws 

Atlas Drill Presses, Tilt Arbor 
Saws, Lathes 

B.K. Plan for Milking Sanitation 

Bag Balm & Dilators 

Ball Dome Lids & Bands 

Bendix Laundry Equipment 

Big Beam Jr. Battery Lantern 

Big Ben & Baby Ben Clocks 

Black Leaf Insecticides & 
V-C Fertilizers 

Bond & Winchester Batteries 

Boss Kerosene Ranges 

Briggs Plumbing Fixtures 

Buist’s Seeds — 

Burgess Batteries 

Burks Water Systems 

Burpee Seeds 

Calf-Teria Nipple Pails 

Caloric Gas Ranges 

Camillus Pocket Knives 

Carrier Freezers 

Cel-0-Glass 

Ceresan duPont Seed 
Disinfectants 

Chore Girl Pot Cleaners 

Chromtrim Metal Mouldings 

Coleman Lanterns & Appliances 

Continental Post Hole Diggers 

Cosco Step Stools & Utility 
Tables 

Crane Water Systems & Fixtures 

Crosley Products 

Dazey Electric Churns 

Dearborn Heaters 

Deepfreeze Freezers 

DeLaval Food Freezers & 


Duo-Therm Heating Appliances 

duPont Marlate & Dairy Cattle 
Spray Insecticides 

duPont Nylon Paint Brushes 

Dutch Boy Paints 

Dyna-Flash Power Tools 

Eagle Farm & Truck Tarps 

Eclipse Power & Hand Lawn 
Mowers 

Es-min-el Soil Mineralizer 

Eveready Batteries 

Excello Power Lawn Mowers 

Fairbanks-Morse Water Systems 

Federal Power Post Hole Diggers 

Firedaire Combination Furnace 
& Fireplace 

Fleischmann’s Irradiated Dry 
Yeast for Farm Animals 

Florence Gas Ranges 

Frigidaire Home a 

Gabe Fisherman & Poultry 
Shears 

General Electric Farm Products 

General Electric Home 
Appliances 

General T-12 for Floors 

Gibson Home Appliances 

Glidden Paints 

Goulds Water Systems 

Grand Gas Ranges 

Griffon Sewing Scissors 

Guard-it Home Milk Pasteurizers 

Harder-Freezers 

Harrington & Richardson Guns 

Hauck Flame Gun Weed Killers 

Heatmaster Water Heaters 

Hess & Clark Animal Products 

Home oe! Electric Tools 

Horton Washing Machines 

Hudson Power Sprayers and 
Poultry Equipment 

Indian Fire Pumps 

Inner-Seal Weather Stripping 

International Harvester 
Refrigerators & Freezers 

Jacobsen Power Mowers 

James Poultry Equipment 


Lumite Screening 
Magic Chef Ranges 
Mall Chain Saws 
Marvel Mystery Oil 
a te | Washers 
McCulloch Portable Chain Saws 
Medusa Rubber Base Coating 
& Medusa Paint 
Metalmaster Outfits 
Met-L-Top Ironing Table 
Millers Falls Hand Tools 
Mirro Aluminum Ware 
Mirro-Matic Pressure Cooker 
MoorMan’s Animal Products 
Morton’s Stock Salt 
Moosberg Rifle Scopes 
Moto-Mower Power Mowers 
Mow-Master Rotary Mowers 
Myers Power Sprayers 
Myers Water Systems 
National Power Mowers 
National Pressure 
Cooker-Canners 
Nesco Fuel Oil Heaters 
Nesco Kerosene Ranges 
Nichols Aluminum Clothesline 
Nicholson Files 
Nitragin Legume Inoculation 
Noma Gas & Electric Ranges 
Norge Home Appliances 
NuTone Door Chimes 
OK Champion Portable 
Irrigation 
ones Pipe 
P.M.C. Kitchen Stools 
Patterson Sargent Paints 
Penta Wood Preservative 
Perfection Oil Ranges 
Permaglas Water Heaters 
Peters Shells 
Petersen Vise-Grip Wrench 
Philco Refrigerators 
Pilot Brand Oyster Shell 
Pincor Power Lawn Mowers 
Pittsburgh Paints 
Pittsburgh Tillage & 
Cultivating Steels 


Ray-0-Vac Batteries 

Reo Royale Power Mowers 

Reynolds Aluminum Pigments 

Rheem Water Heaters 

Robbins & Myers Pumps 

Roper Gas Ranges 

Royledge Shelving Paper 

Rust-Oleum Rust Preventive 

Sealright Thermorex Containers 

Servel Refrigerators & 
Water Heaters 

Shopsmith Power Tools 

Siegler Oil Heaters 

Smith Pruning instruments 

Smooth-On Iron Repair Cement 

Sno-Breeze Air Coolers 

Speed Queen Washers and 
lroners 

Speedway Electric Drills 

Squibb Penicillin Calcium 
Ointment 

Stewart Clipmasters & 
Shearmasters 

Stonemo Granite Grit for Poultry 

“Stout” Aluminum Sprinkler 
Irrigation 

Sudbury Soil Test Kits 

Sulmet Animal Products 

Superior Combination Saw & 
Tractor 

Surge Milking Machines 

Swift's Red Steer Plant Food 

Tappan Gas Ranges 

Tat Fly Killer 

Telechron Clocks 

3-in-One Oil 

“Toastmaster” Toasters 

Toxite Insect Killer 

Union Forks 

USS American Fences 

Victor Freezers 

Vimlite Plastic Glazing 

Walko Tablets for Poultry 

Waters Conley Home 
Pasteurizers 

Warp’s Window Materials 

Wear-Ever Aluminum Utensils 
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Milk Coolers Jari Power Scythes Plastic Woo Weedone Brush Killer i 
DeLaval Milking Equipment Kem-Glo Lustre Finish Playskool Toys West Bend Food Blancher ty 
Deming Water Systems Kem-Tone Plumb Axes Westclox Clocks & Watches 


Dempster Water Systems 
Dexter Washers 
Disston Chain Saws & 
Hand Saws 
Dr. Naylor's Medicated Dilators 
Don Sung for Poultry 
Dow Pentachloropheno!l 
Dow Weed Killer 





Kerr Mason Jars, Caps & Lids 
Kestor Solder 

KitchenAid Food Preparers 
Kow Kare 

Kresco Dip Farm Disinfectant 
Kulti-Mower 

Lloyd Tractor Chains 
Lombard Saws 


Pneumatic Chain Saws 

Portable Electric Drills and 
Paint Sprayers 

Pratts Poultry Products 

Proto Tools 

Pyrex Ware 

Quon-Kote Paint 

Rain Bird Sprinklers 


Western Ammunition 
Westinghouse Home Appliances 
Whirlwind Power Mowers 
Wilson Milk Coolers & Freezers 
Winchester Guns 

Wiss Shears & Scissors 
Worthington Power Mowers 
Zephyr Drills & Spraymasters 




















REMEMBER: In over half of all U. S. counties, 
Country Gentleman has more cir- 
culation than the biggest weekly 

or biggest women’s magazine! 
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Big head ! Big beam! 
for Big summer sales! 


(Flashlights shown actual size) 


FOR THE WIDE OPEN SPACES men naturally want 
a big, sturdy, extra-powerful flashlight or searchlight. 
So summer's the season to display and sell the 
RAY-O-VAC SPORTSMAN line witha 2-cell, a 
3-cell, and a 5-cell case that shoots a 4,000-foot 
beam. Best of all you'll sell batteries by the bagful 
for these extra-size lights as well as for spares”. 
Order from your distributor today. 

5-cell Sportsman. Retails 


ot $2.98. 3 searchlights in 
M-115 Dealer Pkg. 

2-cell Sportsman. Retails 
at $1.69. 4 flashlights 

in M-111 Dealer Pkg. 


3-cell Sportsman. Retails » 
ot $2.25. 4 flashlights in 
M-112 Dealer Pkg. 


Display card and window 
streamer in each Dealer Pkg. 


FLASHLIGHT 
BATTERY 














“Our National gives control over all 
transactions and cuts bookkeeping 
and auditing toa minimum. 


“Our new National Cash Register provides us with 
instantly audited information concerning our 17 major 
departments, sales tax, and 7 types of transactions, 
thereby eliminating the tedious—and often inaccurate 
—job of breaking down and auditing individual sales- 
slips. We have discontinued writing salesslips on our 
cash sales, since the register receipt automatically ful- 
fills the purpose of the slip. 

“With the National we can record our charge, paid- 
out, and received-on-account transactions with an ease 
and accuracy never before enjoyed. The supplementary 
keyboard even gives us a means of controlling sales or 
services handled by 6 sales and service trucks. We 
wholeheartedly recommend this system.” 

So writes Mr. Schertz about the National Cash 
Register System in his busy hardware store. A similar 





Mr. E. C. Schertz, proprietor, Schertz Electric Co., Minier, Illinois 


THE NATIONAL CASH REGISTER COMPANY, 


30 








system, designed—as was this one—to meet expressly 


a store’s individual needs, will give you equal satisfac- 
tion. You will get additional protection that saves 
money, as well as current information that makes 
money. Your bookkeeping is reduced to a minimum. 
With detailed daily sales figures for each department 
and each type of transaction you can put extra effort 
where it will do the most good. Mechanical addition on 
multiple-item sales prevents mistakes, saves time, and 
builds customer confidence. 

Find out how a modern National Cash Register 
System will give you better control and increase your 
profit. Your local National representative will gladly 
show you without cost or obligation. Call him today. 


CASH REGISTERS * ADDING MACHINES 
ACCOUNTING MACHINES 


DAYTON 9, ONIO Ee 
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SAY, RED, — 
THIS ISA GOOD PLACE TO WORK.| RED SHIELD: 
| HAVEN'T HAD A SHUT DOWN | SURE -THIS SHOP STANDARDIZES 
BECAUSE OF TOOL FAILURE / ON SHIELD BRAND CUTTING TOOLS. 
FOR WEEKS. THATS WHY WE HAVE SO LITTLE 

PRODUCTION INTERRUPTION, THAT HELPS 
OUR PRODUCTION BONUS, TOO. 
IT SURE IS A GOOD 
PLACE TO WORK. 

























uw. rol Quality gives 


uninterrupted production 


F interrupted production because of tool failure 
is taking a nick at your profits—try Standard 
Shield Brand Tools. 


They are Foremost Quality in design — work- 
manship— marerial. Qualities that in themselves 
give you assurance of continuous performance. 

Then, too, our service staff is trained and 
experienced—more than 69 years of accumulated 
knowledge of cutting tools is available to you 
through these Standard Men. 


Standardize—and save. Call your Hardware 
Wholesaler for prompt delivery of Standard 
Shield Brand Tools. 


\ TAND ARD |OOL (0. CLEVELAND 4, OHIO 


New York + Detroit + Chicago + San Francisco 





THE STANDARD LINE: Drills « Reamers + Taps + Dies « Milling Cutters + End Mills » Hobs » Counterbores + Special Tools 
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Quality, Reliability, 
Selection 


























Give You All Three! 


Southern Wood Screws are precision-made of 
high quality steel or solid brass. And because of 
improved processes, are made to closer tolerances 
than ever before! Your retail and manufacturing 
customers alike are assured the highest degree of 
perfection and uniformity . . . accurate fit, no 
bent or twisted screws, no chips or blanks. 


And Southern offers a wide selection of fine wood 
screws of steel or brass with slotted and Phillips 
heads, in all standard sizes. Deliveries are 
prompt. You can depend on full measure, easy 
handling, stocking and shipping because of 
Southern’s modern packaging in both bulk and 
gross quantities. 


DO IT NOW .. . ORDER SOUTHERN! 


Or write for full information on this complete line 
of high quality, precision-manufactured wood screws. 


FACTORY WAREHOUSES 


325 West Ohio Street 
Chicago 10, Illinois 


4100 Dell Avenue 
North Bergen, N. J. 


280 Decatur, S.E. 
Atlanta, Georgia 


SOUTHERN 


SCREW COMPANY 


Statesville, North Carolina 


1388 West King Avenue 
Columbus 12, Ohio 
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For more than 50 years Griffin 


hinges have been known for their 


fine materials and workman- 


ship. Griffin hinges are 


part of a wide variety 


of light 


builder’s hardware... 


quality produced by 


iy 
Bi Svery DOOR NEEDS THREE! 


Griffin. 


RIFFIN- 


anufacturing Company 





ERIE » PENNSYLVA 


SALES OFFICES 


45 Warren Street, New York 7, New York 

1639 Farge Avenue, Chieage 26, Illinois 

9344 Woodward Avenue, Detroit, Michigan 

115 Broad Street, Boston, Massachusetts 

703 Market Street, San Franciseo 3, California 

917 St Charles Avenue, Atlanta, Georgia 
Harwood, Dallas Texas 

4524 East 60th Street, Seattle, Washington 

785 North President Street, Jackson 6, Mississipe’ 

4638 Mill Creek, Kansas City, Missouri 

2611 Garrison Bivd., Baltimore 16, Maryland 

1620 Garfield Street, Denver 6, Colorado 


IN CANADA 
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A TRIPLE SALES ADVANTAGE 
Starrett 


SATIN CHROME 








Pioneered and Developed by STARRETT 
For Faster, More Accurate, No-Glare Measuring 


Starrett Micrometers combine both buy appeal and eye 
appeal to give you a three-way sales and profit advantage: 
(1) dependable Starrett accuracy, (2) superior Starrett 
features; plus (3) Satin Chrome Finish on all 4 types for 
faster, easier, more accurate measuring. Starrett Satin 
Chrome Finish means no squinting, no shifting to better 
light. Markings stand out sharp, clear and easy to read. 
And for lasting accuracy, there’s the added advantage 
of high resistance to stains and corrosion. Feature 
STARRETT Micrometers (all four types) with Satin 
Chrome Finish. It’s worth a lot to you in more sales and 
satisfied customers. 








HAVE YOU SEEN THIS? 


Another New Starrett Tool For Better Precision Measuring 


STARRETT No. 995 
Universal Precision Gage With Fine Adjustment 
(Patented) 
Sensitive Adjustment plus Universal Adaptability 
To Countless Gaging, Scribing, Measuring and 
Leveling Operations. 














1,500,000 SALES MESSAGES 


That’s the combined circulation of the leading national publi- 
cations* in which Starrett Satin Chrome Micrometer advertising 
is currently appearing. Make the most of this potent sales 
support. Stock Starrett Satin Chrome Micrometers, display 
them, feature them in your own advertising. 

% POPULAR MECHANICS « AMERICAN MACHINIST 
MACHINERY « MILL & FACTORY «© TOOL ENGINEER 
PURCHASING ¢ MODERN MACHINE SHOP ¢ MARINE 
ENGINEERING * MOTOR « MOTOR SERVICE « AVIATION 

OPERATIONS ¢ BOATING INDUSTRY 





dati 


2 


THE L. S. STARRETT CO. « World's Greatest Toolmakers » ATHOL, MASSACHUSETTS, U.S.A. 
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—@ _P&C Merchandising Plan 


t time by any tool manufacturer, 
ino plan for hardware deal- 


THRIFTY- 50 ee A atee by P&C that 


more money 
Any_harg 
a 


; 


the new P*€ 

dealers MORE PRE d small. 
ow you can 

STORE NAME eine Sur store. 


ee ee Sn guarantee tool department 

, you can guarantee success. Ask 

city _______________ZONE_____STATE_ us how to do it. Write for the name 
of your P & C distributor today. 
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When you concentrate on fast-selling C(HROMEDGE* shapes 





you make 


ALL FLOOR-MERCHANDISER SECTIONS 201 COVE STRIP 
FURNISHED IN 6’ LENGTHS 3/4” WIDE 
EXCEPT NOS. 7-B, 91-B and 

201, WHICH ARE SUPPLIED 

N.S’ LENGTHS ONLY 


5’ LENGTHS OF 
SECTION 201 HAVE 
ONE END FINISHED 


AS SHOWN 
FOR USE AS 
VERTICAL 


INSIDE 
| CORNER 
810 
WALL PANEL 0 1 


amoe 


LURAY) 
23/32 


141-XB DOOR EDGING 
OR CAP TRIM 


TIPE, 


} 3/4 4 
32 SEAM BINDER 
OR PANEL TRIM 


ome 


ey) ae 


32 EDGE BINDING OR CAP EDGE 


34 DOOR THRESHOLD 
OR SADDLE 


1700 
SAFETY STAIR 
NOSING 
364 
OUTSIDE 
CORNER 


1-B OUTSIDE CORNER EDGING 


FOR ENAMELED SURFACE COV 


81-B CAP TRIM 
FOR ENAMELED 
SURFACE COV 
91-8 
INSIDE CORNER =| ae 
FOR ENAMELED 
SURFACE COV 


EXTRA 





HR 
NOSING a DEALER REBATE B 





pro hts 


MOHEY-SAMG Repare yy [oo 





A po Pllak CONSUMER-TES TED SHAPES 


C You can get extra sav- 


ings of up to ten per 
cent on all your mould- 


Cc OMEDGE S ing purchases, under B 
ONU & T’s unusual rebate 
som. plan. The schedule at 
1st to June left tells the story! 
7H 1. January ber 31st. ‘ y 
6-MON st to Decem Just plan your Chrom- 
BONUS 2. July 1 ) 
period CHEDULE edge purchases to take 
BONUS $ bate fullest advantage of this 
f: Re offer. Your nearby 
Purchasé an plead aoe 4% Chromedge Distributor 
less ie : : P , owe w . 
1 pager than. -+°* fener 6% will gladly give you de- 
an tees Eee" 799.00 tails on this extra sav 
2 a * —. plat ‘er 8% ings plan. 
ss 
» Ne A more than. +> ** 10% 
4, No! _- uti 10009 
to an 


You pick any moulding shapes you want—from sixteen of 
the most popular, fastest selling, consumer trims on the mar- 
ket—when you set up a compact, profitable “Twin Four” 
moulding display in your store. You're not saddled with an 
arbitrary combination of shapes that includes slow movers 
and odd sizes. And you don’t spend a cent for the display. 
You get full profit on every foot of metal, 
right from the start. The “Twin Four’ is 
a sturdy, handsome, all-metal display that 
adds to the appearance of any store. (If 
you already have a floor display for trim 
stock, why not get the advantages of 
Chromedge on your refill! stock orders?) 
Write today for full information. 



















B & T's popular rebate plan applies to the 
entire Chromedge line of MORE THAN 





The B:. 3 Phsseeee Metals Co. 





Columbus 16, Ohio 








700 METAL TRIM SHAPES AND SIZES. 





*T.M. REG. U.S. PAT. OFF 
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SLIDING DOOR 
HARDWARE 


for smooth operation, 
long life 
















Coburn can supply you with a 
full line of hardware for doors 
which slide, fold or raise over- 
head. Long-lasting, smooth-op- 
erating Coburn Hardware is 
made for straight-sliding, slid- 
ing-folding, around-the-corner 
and roundhouse doors. We 


supply: 


Enclosed track + brackets « 
hangers + handles + guides 
rolls * guides * stops + binders 
* chafe strips + hinges «+ 







COBURN #500 SWING-OVER GARAGE DOOR a 
HARDWARE SETS. High in quality yet low in cost, 
this set is adaptable to practically all types of 
garages; requires little headroom; does not 
interfere with passageway or floor space. For 
new or remodelling jobs. 


se SLIDING-FOLDING DOOR HARDWARE #412 HARDWARE SETS. 
, ‘ For two doors closing an opening not over 8 ft. 
For complete information send wide. #412 sets can be used for doors which 
today for Catalog #200. Engi- boa fold inside the buildings as well as those fold- 
neering help withoutobligation. bos. “ ing outside the building. 


COBURN PRODUCTS DEPARTMENT 


WICKWIRE SPENCER STEEL DIVISION + THE COLORADO FUEL AND IRON CORP. 


EXECUTIVE OPPICE—900 FIFTH AVENUE, NEW YORK I8, N.Y. * SALES ENGINEERING—Sé STERLING STREET, CLINTON, MASS. 
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HERE IT IS. 
The NEW SUPER 
4Ainl 


METCOID 


TOOLMART 


No.168 Assortment 


The Moderr 










TOOL 
MERCHANDISER 


rhea 
nat Sf 


QUICK, PROFITABLE 
SALES 


All complete in one compact, self-selling display. 
Requires only a few feet of floor space. No dupli- 
cation of sizes—no slow moving numbers—no 


All FAST MOVING NUMBERS obsolescence—professionally designed, guaran- 


teed tools, finished in gleaming nickel chrome 














SMALL INVESTMENT yet priced to sell fast. 
FINEST QUALITY TOOLS America’s Fastest Growing Tool Line 
Contains 28 %-inch drive hot forged METCOID SOCKETS ARE HOT FORGED! 


sockets and 12 attachments; 32 %-inch 
drive hot forged sockets and attachments; 
20 pliers; 18 screwdrivers and 46 box- 
end, open-end and combination wrenches SOLD ONLY THROUGH AUTHORIZED JOBBERS 
attractively displayed on a sturdy compact 
metal display rack. The finest that 


eraceceeememm METAL ENGINEERING COMPANY 


PLANO, ILLINOIS 








Thinner Walls « Lighter Weight + Deeper Broach* Stronger 








CONTACT YOUR JOBBER TODAY 
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A parlor powerhouse — you'll find that phrase best 
describes Preway space heaters, the oil-burning cir- 
culators that outperform all others in the industry. 
That’s strong language, but it’s factual — and it’s 
facts, demonstrable facts, that turn sales your way. 

From this approach — alert engineering — look at 
Preway’s patent-applied for Air-Activated Burner with 
Thermo-Zone Burner Ring, Preway’s exclusive Heat 
Miser, Preway’s Weather Wizard forced air blower 
— sales gold that you can easily convert into business 
profits. Each one of these features leads the industry, 
beats the best that others offer — and you can show 
your customers the reasons why. 

With all of this, plus a price that competition must 
meet, the Preway line gives you a golden opportunity 
to put the heat on the booming space heater business 
in your town. Get behind this fast-moving line — 
made by the fastest-growing company in the space 
heater field — one of the big three. Write today for 
full information. 


PRENTISS WABERS PrRopwucTS Co. 


2650 SECOND STREET, N., WISCONSIN RAPIDS, WIS. 








American 
Furniture Mart 


ee 


a Awe 


ALBANY | 
MINNEAP 
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...FOR YOU ano FOR CHASE 


Th ERE LL be lots of screening going 
into doors, windows and porches 
this year—and they’ll be better 
screens if they’re made of Chase 
Insect Wire Screening! Chase 
Bronze screening is extremely 
durable. Chase Alclad Aluminum 
is a high quality aluminum screen- 
ing. Both are quicker and easier to 
cut because all wires are squared 


(Chase 


WATERBURY 20 CONNECTICUT 


THIS IS THE CHASE NETWORK 


up—giving you straight, sure cut- 
ting guides. Both come in rolls of 
100 linear feet and in full widths. 

You'll like the strong Chase 
package, too, because it gives your 
screening real protection against 
damage... because its hexagonal 
shape takes up less storage space 
and won’t roll around. 

Order a supply of Chase Bronze 


ALBANY{ ATLANTA BALTIMORE BOSTON CHICAGO CINCINNAT! CLEVELAND DALLAS DENVERt DETROIT HOUSTON! 
MINNEAPOLIS NEWARK NEW ORLEANS NEW YORK PHILADELPHIA PITTSBURGH PROVIDENCE ROCHESTERt ST. LOUIS SAN FRANCISCO SEATTLE WATERBURY | tSoles Office Only 
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The Nalioris He 
BRASS & COPPER 


SUBSIDIARY OF KENNECOTT COPPER CORPORATION 





and Alclad Aluminum Insect Wire 
Screening, and be sure of giving 


your customers the best. 





This Seal of Approval, issued by the Insect Wire Screen 
ing Bureau, means that Chase Screening meets all 
requirements of commercial standards of the U. S. 
Department of Commerce. Look for it insist on it. 


ft 


handiest way to buy brass 


INDIANAPOLIS KANSAS CITY, MO. LOS ANGELES MILWAUKEE 
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BRUSHES 











PLASTIC HANDLES 





== $43.50 
SE sscxcer, 29.00 


eee $14.50 


*Here is the latest . . . nylon bristle paint brushes . . . in the 


most popular sizes . . . with new plastic handles . . . stainless 


steel ferrules... packed in an attractive gold and blue retail 


counter display. 


Brush Assortment—* Suggested Retail: 


1 dozen 1" brushes to sell at .75 ea. 
1 dozen 12" brushes to sell at 1.00 ea. 
Y2 dozen 2" brushes to sell at 1.50 ea. 
V4 dozen 2'/2" brushes to sell at 2.00 ea. 
Ve dozen 3" brushes to sell at 2.50 ea. 


A. G. JACOBUS’ SONS, Inc. 


of .. oN 
fine ‘ 
rushes 


y 





SS SS SS SSS SSS SSS SSS SSS eseneeneneeeae 
Order TODAY from your JOBBER, or send this coupon. 


A. G. Jacobus’ Sons, Inc. 
770 Bloomfield Ave., Verona, New Jersey 
Please ship at once: 


0 Nylon Ruby Display 
© New Free Catalog 


cartons at $29.00 


Name eee tone id Rene REE Ase eee ea 


oe Pe ee Ee eer eee 























Can You Equal 
This Cabinet 
In Sales Appeal ? 


Chrome-plated inside and out — also 
light fixtures and tooth-brush holder. 
Beveled plate mirror. 


Fluorescent lights, operated from main ae 
bathroom switch, provide ample illu- ae 
mination, no other lights being required. Pe ; 


Equipped with junction box, reducing 
electrical installation cost. 


Adjustable shelves. Copper-backed 


mirror. Piano hinges. Cushion-spring 
door stop. Razor-blade drop. Con- i 
venience outlet. All wires encased. ge 


17 Models 


@ Write for descriptive 
literature on our complete 
line of bathroom cabinets. 


oc 
Ideal 


Cabinet Corporation 


Division of Deslauriers 
Column Mould Co., Inc. 


i 
7722 JOY ROAD DETROIT 4, MICH. ie | 
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SPECIAL SUMMER OFFER 


OF GENERAL MILLS APPLIANCES 












Il rey BUY At A SPECIAL LOW PRICE 





General Mills 
Tru-Heat Iron 
The iron that makes all others old- 


fashioned! Completely modern from 
its remarkable tapered heel to its 


safety side rests. The fastest-selling 
single model iron today! 





General Mills 
Steam Ironing 
Attachment 


Slips on the Tru-Heat Iron to make 
it the most convenient, efficient 
steam iron imaginable! Answers con- 
sumer demands for the perfect dry 
ironing, steam ironing combination. 





General Mills 
Automatic Toaster 


Handsome new addition to the Gen- 
eral Mills appliance family! Pops 
toast extra-high and evenly browned 
every time. It’s extra-dependable, 
too! Tops in gift-appeal. 


a ed YOU PAY 
? sl «at ( 7 | | REGULAR PRICE SPECIAL PRICE RETAIL PRICE 
(T' vas y prices (| AUTOMATIC. TOASTER $14.99 $13.91 $21.95 
Quantite peal C| _savieat RON $8.63 $8.14 $12.95 
WHI ON (montis tncinent | __ $5.96 $5.37 $8.95 


ry i. ~y sr ‘ 


2 vou CASA-1V on mis speciat 
Bett, Chocksn summer RECIPE PROMOTION 


FREE Bett, Crocktn SUMMER RECIPES 


With every package of three appli- 
ances (General Mills Tru-Heat Iron, 
Steam Ironing Attachment and Auto- 
| matic Toaster) you buy at the special 
summer offer price—you get a supply of Betty Crocker 
SUMMER RECIPES to offer FREE to your cus- 
tomers. Only General Mills appliances can put Amer- 
ica’s leading homemaking authority to work for you 
like this! A recent survey proved 3 out of 4 women use 
Betty Crocker recipes . . . are constantly on the look- 
out for them to clip and save. 


SPECIAL SELLING AIDS, TOO 


Besides the free recipes and window 
streamer, you get a supply of color- 
ful consumer folders on General Mills 
appliances to give-out or mail-out 

. AND Specification Sheets with 
all the information you need to do a 
top selling job. 
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YOU MAKE 





TRAFFIC-BUILDING WINDOW STREAMER 


Also included in the package is this dynamic window 
streamer, announcing the Free offer of.Betty Crocker 
SUMMER RECIPES in your store. Watch it bring 
the customers in! The perfect opportunity for you to 
show and talk about your stock of completely modern 
General Mills appliances! 


ORDER FROM YOUR DISTRIBUTOR 











Betty Crocker is a trade name of General Mille 
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Dealers...get high 
profits and year- 
round sales with 
these comfort- 
able, sturdy... 











MOLDED RUBBER 


. B 
j 
ry % ‘ 
KO a 
7 4 
be coats 
a Bi | 
ex 





Cement Layers 
Roofers 

Floor Layers ; 
Carpenters Gi 
Industrial Workers 
Home Gardeners 
Household Chores 





@ TOUGH MOLDED RUBBER 


@ SOFT SPONGE RESTING PLACE 
FOR THE KNEE 


@ ADJUSTABLE STRAPS— MOLDED RIGHT 
INTO PAD FOR SECURE FASTENING 


@ PREVENT SORE, ACHING KNEES 
@ WATERPROOF—SAVE CLOTHES 


CAN BE. WORN 
ALL DAY LONG 


~ 


&. . KNEELING, 
5 STANDING 
aa or 


‘WALKING 






















GENTLEMEN: Please send us ( ) pairs at $16.00 per dozen. 
Retail price $2.25 per pair. 


Name 


Address_ 


City State 


JUDSEN RUBBER WORKS, INC. 


4107 West Kinzie Street Chicago 24, Illinois 
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JUDSEN 































NU-ROUND 
CORNERS 


Wk 


When a 
quickly, 
fats and 
In all pre 
And she 
Obviot 
gloves in 
An engineering feat . . . for the first time a stove stove; or 
pad with one-piece rounded corners that will not she boug 
scratch, cut, or mar any surface because they are ent bee 
: ‘ 

perfectly smooth. One-piece construction of Simpl 
NU-TOP’S exclusive NU-ROUND corners give ow 2 
NU-TOP stove pads solid rigidity without artificial are made 
corners. NU-TOP stove pads have an added sales Many 
builder in the attractive bands that describe their | 

uses. 


By popular demand NU-TOP stove pads are avail- 
able in two new sizes: 17 x 19 and 15 x 19, in addi- 
tion to the standard sizes. 


THE METALOID COMPANY - 
Manufacturers of METCO and NU-TOP Products ¥ 


5815 Kinsman Road Cleveland 4, Ohio 
In Canada: 3 Wellington St., East, Toronto, Ont. 
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Who gets blamed when her gloves go bad? 


When a woman’s rubber household gloves go to pieces 
quickly, who is blamed? Not the real culprits: grease, oil, 
fats and heat that quickly attack ordinary rubber gloves. 
In all probability, it’s you ... because you sold the gloves. 
And she thinks you sold her inferior merchandise. 


Obviously, you can’t keep a woman from using her 
gloves in hot soapy water; or wearing them too near the 
stove; or using them to apply furniture polish. That’s why 
she bought them in the first place. But you can be certain 
that her gloves will give good service in spite of such abuse. 
Simply make sure the household gloves you stock and sell 
are made with Du Pont neoprene. 


Many glovemanufacturers have tested neoprene. They’ve 


FREE, / The Neoprene Merchandiser 


SS \ Unusual new products 

. product improve- 
ments . . . valuable in- 
formation that can help 
boost your sales of rub- 
ber goods. Write E. I. du Pont 
de Nemours & Co. (Inc.), Rub- 
ber Chemicals Division M-6, 
Wilmington 98, Delaware. 






proved it resists all the enemies of rubber . . . oils, grease, 
heat, acid and alkaline solutions. And they use it for mak- 
ing their top-quality lines. So, it’s plain good business to 
promote gloves like these — neoprene gloves you can trust 
on a customer’s hands. 


Be sure to ask for products made of neoprene when you 
restock rubber goods in your store. You'll find it in quality 
merchandise. Although Du Pont does not make finished 
neoprene products, we’ll gladly help you find a source of 
supply. E. I. du Pont de Nemours & Co. (Inc.), Rubber 
Chemicals Division, Wilmington 98, Delaware. 







Tune in Du Pont “Cavalcade of America” Tuesday nights—NBC coast to coast 


NEOPRENE 


The rubber made by Du Pont since 1932 












REG. U.S. PAT. OFF 





BETTER THINGS FOR BETTER LIVING THROUGH CHEMISTRY 
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THE HANDIEST TOOL ON THE MARKET 





PRESSURE LOCK_ 














JAW OPENING %” 1” 12” 


This wrench is all muscle and plenty of it, up to a ton 
and a half of it in BMC No. 11 wrench. You’ ve never seen 
such gripping power between two parallel, precision- 
fitting, hardened steel jaws. Read the features below 
and then write for the name of the nearest distributor. 
Stock BMC and Bring More Customers into your store. 


JAWS ALWAYS CALIBRATED ONE-HAND HIGH-CARBON ADDED GRIPPING 
PARALLEL SCALE OPERATION STEEL POWER 


for better shows jaw opens with a flick smooth black up to 14 tons 
work-holding opening size of the thumb finish better leverage 


BINGHAMTON, NEW YORK 




















NO MORE BROKEN 
FINGER NAILS! 


PIN WILL NOT PRESS —Lme _—”"—é‘ ° WOODRUFF KEYS 
wee oun ee «MACHINE KEYS 


ort ow ITs A SMASH HIT “MACHINE RACK 


“TAPER PINS 
PLAS-T-CAP 


“COTTER PINS 
“SPECIAL PARTS 
THUMB TACKS 
WITH A 


and other Stanho products 
TACK LIFTER 


Bulk or Packaged 
WRITE for CATALOG 
IN EVERY PACKAGE 
Shelton has everything to attract buyers 


and PRICES 
. . » 20 new decorator colors, colorful 
new plastic Tack Lifter, attractive new | 
packaging, and consumer magazine ad- | 
vertising. Ask your jobber now for 


y ‘ l ri s for s les. 
CTI... AORSE VAIL CORP Pion 











(irene | 


| 





JM 


be, 
o 
iT) 

















Cc re) New York 
. Re iv ~ > r ) 
SHELTO S Representative | NEW BRIGHTON, PA 
WATERBURY TACK DIV. + SHELTON, CONN. 1150 Broadway 
HARDW 
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2155 SCRANTON ROAD e 


“SHINYHEADS” 
America’s Best Looking Cap Screw 


Made of high carbon steel — AISI 
C-1038—to standards for Full Fin- 
ished poae ag head cap screws— 
bright finish. Heads machined top 
and bottom. Hexagon faces clean 
cut, smooth and true, mirror finish. 
Tensile strength 95,000-110,000 
p.s.i. Carried in stock. 


“LO-CARBS” 


Made of AISI C-1018 steel—bright 
finish. For use where heat treatment 
is not required and where ordinary 
hexagon heads are satisfactory. 
Hexagon heads die made to size — 
not machined. Points machine 
turned. Tensile strength 75,000- 
95,000 p.s.i. Carried in ‘stock. 





FILLISTER CAP SCREWS 
Heads completely machined top 
and bottom. Milled slots—less 
burrs. Flat and chamfered machined 
point. Carried in stock. 


“SHINYLAND” STUDS 


All studs made steam-tight on tap 
end unless otherwise specified, 
with flat and chamfered machined 
oint. Nut end, oval point. Land 
etween threads shiny, bright, 
mirror finish. Carried in stock. 


* 
CONNECTING ROD BOLTS 


Made of alloy steel — heat treated — 
threads rolled or cut — finished to 
extremely close thread and body 
tolerances — body ground where 
specified. Expertly made by the 
pioneers in producing connecting 
tod bolts by the cold upset process. 





For ornamental! purposes. Steel in- 
sert — steel cover Finish: plain, 
zinc pia ted, cadmium plated. Size: 
3/4",15/16" across the flats. 





9/16”, 





J ildiory, 


THE FERRY CAP & SET SCREW CO. 


e CLEVELAND 13, OHIO 





“HI-CARBS” 
Heat Treated Black Satin Finish 


Made of high carbon steel — AISI 
C-1038. Furnished with black satin 
finish due to double heat treatment. 
Hexagon heads die made, not ma- 
chined. Points machine turned; flat 
and chamfered. Tensile strength 
130,000 -160,000 p.s.i. Carried 
in stock. 


SET SCREWS 


Square head and headless — cup 
point. Case hardened. Expertly 
made by the pioneers in producin ng 
Cup Point Set Screws by the col 
upset process. Cup points machine 
turned. Carried in stock. 


FLAT HEAD CAP SCREWS 


Heads completely machined top 
and bottom. Milled slots — less 
burrs. Flat and chamfered machined 
point. Carried in stock. 


* 
ADJUSTING SCREWS 


Valve tappet adjusting screws — 
Hexagon head style — to blue print 
specifications—hexagon head hard; 
polished if specified — threads soft 
to close tolerance— points machine 
turned; flat and chamfered. 


# 
SPRING BOLTS 


Case hardened to proper depth and 
ground to close tolerances. Thread 
end annealed. Supplied in various 
head shapes, with oil holes and 
grooves of different kinds, and flats 
accurately milled. 


FERRY PATENTED ACORN NUTS 


Tapped 1/4" to 3/4” inclusive. 
Cross section of Ferry patented 
acorn nut, showing how steel hexa- 
gon nut fits snugly into shell. 





j 
f 
/ 





2 


Pioneers and Recognized Specialists, Cold Upset Screw Products since 1907 
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SPECIALS 
furnished to 
BLUE PRINT 

SPECIFICATIONS 





WRITE FOR 
INFORMATION 


SEND FOR SAMPLES 
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ACCURATE PIPE CUTS 














“Anybody does better work 
with better tools—if they come 
any better than RIGID I’ve 
never seen ’em.” 








RIGEID Cutters 
Sell Quick and Easy, Too 


@ ricarp Cutters are top sellers because 
they’re top performers. Your customers like 
the easy, burr-free action of Rimarip’s thin 
heat-treated tool-steel blade. Every cutter 
factory-tested to make sure it tracks per- 
fectly. Five sizes to 6" pipe, four wheel cutters 
to 4." Feature the favorite of men who know 
fine tools—stock and display rimam Cut- 
ters— phone your Hardware Supply House. 


_ 


WORK-SAVER PIPE TOOLS 











THE RIDGE TOOL CO. ¢ ELYRIA, OHIO 





























hog holders, ringers, pig forceps, cattle leaders, snaps, 
dehorners, etc. — the kind that good farmers use! 


te can profit by having the complete line of Moline hog 
and cattle raisers’ supplies in your store. Customers make a 
habit of going to the store where they can find and buy what 
they want. The items shown 
above are representative of the 
high quality products that 
Moline Iron produces for good 
farmers. Write to us for folder 
describing the complete Moline 
farm tool line. Then order 
through your nearest jobber. 


SEVENTY YEARS OF SERVICE 














_ MECHANICS’ TOOLS and 

| HARDWARE SPECIALTIES 
MAKE STEADY PROFITS FOR YOU’ 
- 


| @, POINTING 
TROWELS 


A superior tool . . . backed by 

120 years of service. 

© Forged in one piece from high 
carbon tool steel. 

© Carefully ground and polished 

e Finished with seasoned hard- 

wood handles and bright stee! 

ferrules. 
















No. 182 


From 3” to 6” blades 
Yo doz. per box. 
Also mfr. of Brick and 
F | Plastering Trowels, Hand 
Fed Garden Tools, Dividers 
& and Punches, etc. 

Fd See your jobber or write 
. for catalog. 











prompt 
delivery 


GUARANTEED @ SINCE 1830 


WILLIAM JOHNSON INC. 


BRENNER AND KENT STREETS —- NEWARK 3, N. J. 
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HOPPE 
PRODUCTS 


Do Not Require 
"INTRODUCING" 


because every experienced shooter knows and uses every 
one of them for the cleaning, care and protection of his 
guns—and they are widely advertised as well. That’s why 
you save time, money and sales effort when you handle 
the Hoppe Line. It is COMPLETE—and easy to obtain 
—just ask your Jobber. 


FRANK A. HOPPE, Inc. 


2314A North 8th St., Philadelphia 33, Pa. 





HOPPE | 
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* Champion Bolts x 
for ready sales 


Wrought steel chain bolt 
No. 344 J-6” is of round 
pattern with cast bolt. 





Sturdy, well-made and 





serviceable. 


Wrought steel foot bolt 
No. 346 J-6”, accurately 
and durably made, has 


[PR ae eee 


long been a_ popular 





item. 


The 
MIAWIMUAMI ALLA BLE 


GENEVA. OHIO 
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‘DEMING 
“DUPLEX” 


Your prospects for the Deming “DUPLEX” are 
the people who want ALL the advantages of 
running water. This means AMPLE CAPACITY to 
meet all peak load demands. 


Features of the Deming “DUPLEX” give it maxi- 
mum efficiency, QUIET operation and thorough 
dependability. 


The better farms and suburban homes, as well 
as country dubs, dairies, industrial plants, etc., 
cre all excellent prospects for the Deming 
“DUPLEX” Shallow Well Water System. Capac- 
ities range from 500 to 1800 gallons per hour. 


Send for new, illustrated folder 
on Deming Shallow Well Water 
Systems prepared for YOUR 
prospects. Then tell us how 
many copies you can use, 


THE DEMING COMPANY 
517 Broadway * Salem, Ohio 


THE we LIN 








49 












Builder’s Time Studies 
Show that Kwikset Locks 
are the World’s Fastest and 
Easiest Locks to Install !* 


More and more builders all over America are 
recognizing the cost-saving features of Kwikset 
locks. They’ve found that Kwikset locks save 
them money two ways. First, Kwikset locks cost 
less to buy. Second, Kwikset locks cost less to 
install. Typical of the enthusiastic acceptance of 
Kwikset’s simplified, time-saving installation is 
this unsolicited statement by a large builder of 
F.H.A. insured tract housing: “I make it a point 
to buy Kwikset for every door of every house I 
build. We've made detailed time studies of the 
length of time to install all popular residential 
locks and have found that Kwikset saves our 
men 10 to 30 minutes per door on installation 
time. The ease of installation coupled with low 


cost a$sures our continued use of Kwikset locks?’ 


Compare These Kwikset Installation Fea- 
tures With Any Other Residential Lock 
/ 


Kwikset’s tubular design permits simple, 
2-hole installation—eliminates mortising. 


Kwikset’s unique installation jig assures exact 
right angle holes—speeds perfect installation 


Kwikset’s cylinder is quickly and easily 
reversed on the job for installation on left- or 
right-hand, inswinging or outswinging doors. 


Kwikset’s novel construction automatically 
compensates for different door thicknesses 
—saves installation time 


Combine these time-saving installation teatures 
with Kwikset’s striking beauty, high quality and 
low cost and there is little wonder why dealers 
all over America are stocking Kwikset. They've 
found it’s easy to sell Kwikset—for Kwikset locks 
are priced for volume sales... at a price that 
means a substantial profit for Kwikset dealers. 


*Name and address available upon request. 


DISTRIBUTORS 


Wikset 


LOCKS, INC. 


ANAHEIM CALIF, 


MANUFACTURED BY 


wiksels easy installation 
WAT AN LALA 
per A vor! 
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Officers of the three participating associations cutting the ribbon Monday 
afternoon signalling the opening of the third conference booth program. 


1950 Industrial Supply Convention 


—- by predic- 


tions that the volume of indus- 
trial supplies sales this year 
would approach the peak vol- 
ume of 1948, some 2000 top 
leaders of the industry met last 
week in Atlantic City for the 
1950 Industrial Supply Conven- 
tion. 

Sponsored jointly by the 
American Supply and Machin- 
ery Manufacturers’ Associa- 
tion, the National Supply and 
Machinery Distributors’ Asso- 
ciation, and the Southern Sup- 
ply and Machinery Distribu- 
tors’ Association, the three-day 
meeting devoted its attention to 
ways and means of further im- 
proving the flow of industrial 
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Three-day meeting at Atlantic City explores 
manutacturer-distributor problems, May 22-24. 
Conference booth use sets new record 


supplies from the manufactur- 
er, through the distributor to 
the ultimate consumer. Sub- 
jects such as net pricing, bet- 
ter packaging, decimal unit 
packaging, market research, 
sales training, were explored 
in lively discussions in indi- 
vidual meetings, while the sev- 
eral joint sessions were devot- 
ed largely to discussions of 
methods for achieving greater 
cooperation between the groups. 

The business sessions were 
all held in the mornings, to 
leave the afternoons open for 
visiting the conference booths 
at Convention Hall. This year 


saw 384 booths in use, a new 
record. The general acceptance 
of the conference booth idea 
has established this activity as 
a permanent part of the annual 
meeting. It was announced that 
the 1951 meeting will be held 
at San Francisco. 

Elec@ion of officers of the 
various groups saw the follow- 
ing selected as presidents of 
their respective associations 
for the coming year: Franz 
Stone, president, Columbus Mc- 
Kinnon Chain Corp., to head 
the American association; J. H. 
Ruddell, president, Central Rub- 
ber & Supply Co., to lead the 
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General view of the conference booth setup at the Public Auditorium in which 384 units 
were utilized for meetings between sales and company executives and their distributors. 


National association; Joe W. 
Pitts, president, Brown-Roberts 
Hardware & Supply Co., to 
guide the Southern group. Com- 
plete details on all officers of 
the three groups is published 
elsewhere in this issue. 

Some of the comments made 
by the officers of the three asso- 
ciations on the current business 
picture show a general optimis- 
tic attitude toward the imme- 
diate future. Mr. Stone said 
he felt that business generally 


was getting better and would 
continue at a good level for 
the balance of the year. He 
noted that business has been 
on the upgrade since July, 1949, 
when the bottom of a slight 
recession was hit. 

Ray Neal, retiring head of 
the National association, said 
that he felt that the distribut- 
ing end of the industrial sup- 
ply industry is maintaining in- 
ventories in balance and is pre- 
pared for a greater volume of 





business. He said that distrib- 
utors generally do not feel that 
business will run down and 
they also realize that if inven- 
tories are not kept up that sales 
may be lost. George G. Weaks, 
Weaks Supply Co., Ltd., and 
retiring president of the South- 
ern association, emphasized the 
rapid strides being made by the 
industrial supply industry in 
the South as an integral part 
of the economic growth of that 
part of the nation. 


American Ass'n. Reports on New Distribution Survey 


HIGHLIGHT of the meet- 
ings of the American Sup- 
ply & Machinery Manufactur- 
ers’ Association was a report 
on a survey of distribution pre- 
sented by C. F. Connor, chair- 
man of the association’s sur- 
vey committee. This survey 
showed that the Chicago area 
continues to be the best poten- 
tial market for the industrial 
supply industry. The Survey is 
the third made by the associa- 
tion since 1940 to inform man- 
ufacturers how business varies 
from place to place throughout 
the country. Other major mar- 
kets disclosed by the survey 
are Los Angeles, New York, 
Pittsburgh and Detroit. 
Compared with the 1946 sur- 
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vey in the industry, Los Angeles 
moved into second place over 
New York, while Pittsburgh 
moved from fifth to fourth, re- 
placing Detroit. 

Mr. Connor noted that the 
survey revealed a general trend 
toward decentralization of the 
mill supply distributor  busi- 
ness. 

“Comparing the totals with 
the previous surveys (1946 and 
1940) Chicago, Los Angeles and 
New York have shown a steady 
decline in percentage of total 
business,” he noted, “and the 
same is true of Pittsburgh and 
Detroit, as compared to pre-war 
percentages.” 

K. R. Beardslee, vice presi- 


dent, Carboloy Co., Inc., De- 
troit, Mich., and retiring presi- 
dent of the association, said 
the survey was of unusual 
value to the mill supply manu- 
facturers because it is “the 
most practical basis for esti- 
mating our potential markets 
from state to state, district to 
district and city to city.” 

The analysis is based on re- 
ported sales of $272,000,000 
made by 120 companies to in- 
dustrial distributors in every 
city and town in the United 
States. 

“What we get out of it is an 
index for each city and town, 
and this index multiplied b) 
the national totals in any one 
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of the product classes gives us 
a measuring stick for the po- 
tential in any desired territory 
or area,” Conner explained. 

The latest survey is different 
from its predecessors in that 
manufacturers classified them- 
selves into four different classes 
according to the predominance 
of their production in product 
groups. 

Other aspects of the survey 
include: 

Pittsburgh is the top poten- 
tial market for class 1 supplies, 
which consists of abrasives and 
cutting tools, and represents 
about 30 pet of the total dollar 
volume by the industry. Los 
Angeles is second and Chicago 
third. 

In class 2, which consists of 
all other tools, and represents 
about 20 pct of the total dollar 
volume, New York ranks sec- 
ond to Chicago, Los Angeles is 
third and Pittsburgh drops to 
eighth place. 

In class 3, consisting of iron, 
steel and non-ferrous products 
such as_ sheets, bars, plates, 
threaded products, etc., repre- 
senting about 15 pct of the dol- 
lar volume, Chicago is first, fol- 
lowed by New York, Los An- 
geles and Philadelphia, in that 
order. 

In class 4, which consists of 
all industrial products not cov- 
ered by the other classifications 
and which represents about 35 
pet of the total, Pittsburgh 
again leads, followed by Chi- 
cago, Philadelphia, Los Angeles 
and New York. 

Copies of the “Analysis of 
Distribution” are available only 
to members of the association. 

In the absence of Kenneth 
R. Beardslee, Carboloy Co., Inc., 
Detroit, Mich., retiring presi- 
dent of the American Supply & 
Machinery Manufacturers’ As- 
sociation, Ray C. Neal, R. C. 
Neal Co., Inc., Buffalo, N. Y., 
presided over the opening ses- 
sion, Monday in the ballroom of 
the Atlantic City Auditorium, 
dwelling on the friendly rela- 
tions between manufacturers 
and industrial supplies distrib- 
utors. He cautioned the con- 
vention against unsound poli- 
cies in these competitive days. 

F. T. Stone, Columbus McKin- 
non Chain Corp., Chisholm- 
Moore Hoist Corp., Tonawanda, 
N. Y., later elected president of 
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The New Orders Index of the American association reflects the gains in business re- 
corded since the preceeding industrial supply convention. The broken curve is the 
Federal Reserve Board index shown for comparative purposes. 


the American Association, in- 
troduced Ralph J. Cordiner, 
executive vice president, Gen- 
eral Electric Co., featured 
speaker of the session. Mr. 
Stone, comparing this year’s 
triple convention with those of 
the two previous years, said 
that two years ago both goods 
and services were in short sup- 
ply but that last year, at the 
Cleveland meeting, both dis- 
tributors and manufacturers 
were faced by a buyers’ market. 
While the American associa- 
tion’s Index of New Orders, last 
year, was at 87 pct, compared 
with 100 pct for July, 1948, the 
present index was at 115. He 


commented on the good work 
that had been accomplished by 
manufacturers and distributors 
despite declines in demand 
which necessitated taking a 
long term relative approach and 
corrective steps in meeting the 
change to a buyers’ market. 
There is, he said, a dual re- 
sponsibility on the part of man- 
ufacturers and distributors in 
the profitable marketing of the 
industry’s production, for each 
must assist the other in seeking 
a fair profit for all. 

It was announced at the con- 
vention that headquarters of 
the association will be moved to 
Washington about June 1. 


Distributors Study Promotion 


T the 48th annual meeting 
of the Southern Supply & 
Machinery Distributors’ Asso- 
ciation, in Trimble Hall, Clar- 
idge Hotel, on Tuesday, Walker 
L. Wellford, Jr., J. E. Dilworth 
Co., Memphis, Tenn., later 
elected a vice president of the 
association reported for the ex- 
ecutive committee. Comparing 
the fine financial condition of 
the association with the Fed- 
eral Government’s deficit spend- 
ing, he announced changes in 
the Southern association’s an- 
nual survey of operating ex- 


penses. Hereafter it will be 
made shortly after the begin- 
ning of the year and on a ¢cal- 
endar year basis instead of on 
a fiscal year plan as previously, 
since most members operate on 
a calendar year. 

Following the treasurer’s re- 
port the report of the Joint In- 
dustry Committee and a talk by 
Lloyd B. Mize on association’s 
activities, both of which appear 
elsewhere in this issue, C. McD 
England, Jr., vice president, 
Logan Hardware & Supply Co., 
Logan, W. Va., reported on The 
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Sales Promotion Committee's 
Work. He urged more members 
to participate in studies made 
by the association. Concerning 
a survey made by the associa- 
tion on advertising and public- 
ity he said that 100 pct of those 
replying reported using direct 
mail, while 71 pct use catalogs 
and 43 pct utilize newspaper 
advertising. Eighty-eight per 
cent of those replying have 
floor displays in their headquar- 
ters and 90 pct periodically 
have demonstrations of prod- 
ucts and services. He urged 
that the Sales Promotion Com- 
mittee gather. data on use of 
direct mail advertising to find 
what is good about it for dis- 
tributors and what is. being 
done in that media by members 
at the present time. 

In the panel discussion which 
preceded the annual election of 
officers Joe W. Pitts, president. 
Brown - Roberts Hardware & 
Supply Co., Ltd., Alexandria, 
La., served as moderator. Panel 
members were C. McD England. 
Jr., Lloyd B. Mize, Paul J. 
Stine and George G. Weaks. 
Discussion touched on varied 
subjects including direct mail 
use by industrial supply dis- 
tributors. Distributors were ad- 
vised to use manufacturers’ ad- 
vertising material to show key 
accounts and to send the names 
and addresses of their custom- 
ers to manufacturers so that 





Atlantic City Public Auditorium. 


the latter can send material di- 
rect to customers. 

The problem of keeping sales- 
men’s catalogs up to date was 
discussed, with some complaint 
that some salesmen were not 
too active in this respect. One 
distributor suggested that 
salesmen be required to ex- 
change their catalogs periodi- 
cally to check on each other. 
Others suggested that salesmen 
be required to turn in old price 
sheets as new sheets are issued 
as a check on keeping their cat- 
alors current. Cceoperation with 





View of the opening session on Monday morning in the Main Ballroom of the 
Like all other sessions it attracted big attendance. 


the association in sending in 
data about surplus items for ex- 
change was urged, several mem- 
bers reporting that they had 
been successful in obtaining 
needed items and others that 
they had easily connected with 
people wanting some of their 
surplus items. 

In an informal comment, fol- 
lowing the panel discussion, 
Lloyd B. Mize spoke on the pos- 
sibility of the use of a sound 
slide program on the funda- 
mentals of salesmanship. 








HON. HAROLD 6. HOFFMAN 


former Governor of the State of New 
Jersey, and present Director of Employ- 
ment Security for that state, spoke Wed- 
nesday, in the place of Vernon E. Vin- 


ning, Sales Training & Marketing Con- 
sultant, Westinghouse Electric & Mfg. 
Co., Mansfield, Ohio, the earlier portions 
of his address being largely humorous. 
He maintained, in his concluding re- 
marks, that more business men should 
seek government offices. We now have 
too many people in government service 
directing business men, who know what 
they are doing and know how to conduct 
businesses with which such government 
officials have not even limited expe- 
rience. Too long, he declared, has big 
business been the whipping boy for 
everything that goes wrong, with ele- 
mentary economic truths being elimi- 
nated for political reasons. 

He pleaded for a return to faith— 
moral, spiritual and national — for we 
must believe in those things which have 
made this nation great. Communism 
cannot be stopped by condemnation for 
like other "isms" it is an ideology. If 
all believe in the American way of life 
and practice it we can continue to pro- 
duce and distribute more than can be 
produced under any other system or 
ideology. Get back to the American 
way of thinking, he concluded. 
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Marketing— Your Reward 
For Today and Promise 
For the Future 


MARKETING begins with the customer, says 

Mr. Cordiner, and the customer's needs are 

paramount through all the steps which precede any 

of the actual problems of distribution. Research, 

product planning, scheduling for production and 

pricing for profit are all steps which pave the way 
for selling. 


By RALPH J. CORDINER 
Executive Vice President, 
General Electric Co. 


_ never be- 
fore in human history has the 
health of any patient been so 
carefully watched, checked and 
charted as has the health of 
American business in these 
post-war years. The general 
state of anxiety for the patient 
—not only in this country but 
throughout the world — has 
made it a great era for doctors 
of economics, doctors ranging 
all the way from reliable and 
well qualified practitioners to 
others who may be no better 
than witch doctors or primitive 
soothsayers. 

The daily bulletins, charts 
and forecasts of this horde of 
physicians have almost inevita- 
bly been accompanied by a good 
deal of doubtful advice and pre- 
scriptions. If the patient is 
in reasonably sound state of 
health today—and according to 
the latest bulletins, he seems 
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to be—I believe that he has sur- 
vived not because of, but rather 
in spite of some of the prescrip- 
tions that have been admin- 
istered to him. 

One of the best examples of 
what American industry and 
business has done to keep itself 
in shape is the increased atten- 
tion to the new concept of mar- 
keting. We have come a long 
distance from the old haphazard 
days when—too often—market- 
ing was thought to begin at the 
moment when a product was 
turned over to a salesman to 
sell. This method seemed to 
leave everything up to the sales- 
man, but the truth is that the 
modern concept of marketing 
puts the salesman in a much 
more important position and at 
the same time in a position of 
much greater opportunity. We 
still need the old-fashioned 
brand of salesmanship and let 
me pause right here for a mo- 





RALPH J. CORDINER 


ment—there is a decided and 
serious lack of experienced 
old-fashioned, if you  will— 
salesmen in industry today. 
This is a “must” job, and every 
other aspect of our marketing 
plan is predicated on the as- 
sumption that the selling job 
will be done. But if our think- 
ing on marketing is ‘right, the 
salesman starts out with much 
surer knowledge that his ef- 
forts will not be spent in waste 
motions. 

Marketing begins, in short, 
with the customer, and the cus- 
tomer’s needs are paramount 
throughout each of the steps 
which include marketing re- 
search, product planning, pro- 
duction scheduling, inventory 
control, and pricing the prod- 
uct, all of which precede any 
of the actual physical problems 
of distribution. 

Approaching the marketing 
problem from the point of view 
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of the customer does not mean 
that the role of the salesman is 
one of passive acceptance. 
There is abundant opportunity 
for aggressive marketing on the 
part of both manufacturing and 
distribution — aggressive mar- 
keting which places emphasis 
on satisfying the needs of the 
customer and a fair profit for 
the supplier. 

To illustrate this point, | 
would like to discuss several 
areas of marketing in which 
there is an opportunity for ac- 
tion which can advance together 
the interests of the manufac- 
turer, the distributor, and the 
customer. 

Looking first at the customer 
of machinery and _ industrial 
supplies, you and I know that 
one of his primary concerns to- 
day is keeping down the costs 
of his product. Regardless of 
the current state of his busi- 
ness, or his immediate outlook 
for business, this is going to be 
a continuing concern with him. 

What is the cost-conscious 
manufacturer finding out today 
about the cost of industrial 
tools and supplies in relation 
to the over-all costs of his prod- 
ucts? This is a subject which 
we have been studying in our 
company, and we have been dis- 
covering that in spite of the 
mounting costs of labor, de- 
preciation, and other factors, 
in many product lines the ratio 
of the costs of tools and sup- 
plies has continued to go up. 

In industry, generally, and 
undoubtedly specifically with 
this Industrial Supply Conven- 
tion, there is great confusion, 
through lack of understanding 
and agreement, as to the func- 
tions and duties of the indi- 
vidual in charge of marketing 
for a company, a division or a 
department of a company. Pos- 
sibly some of this confusion 
arises from the terminology 
used. The titles “general sales 
manager,” “manager of sales,” 
and “sales manager” do not con- 
note the all-inclusive duties and 
responsibilities in the field of 
marketing, and thus the first 
consideration is whether we all 
understand the term ‘“market- 
ing.” 

First of all, we must grant 
the historical significance of 
these other titles and also the 
sentiment attached to the titles 
in the minds of those who have 
acquired such positions and 
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many others who aspire, in their 
own development, to be desig- 
nated with one of such titles. 

It might be helpful in your 
consideration to report that in 
the post-war discussions of the 
General Electric Company of 
all our then commercial opera- 
tions, in the early exploratory 
discussions of detailing and 





THREE NEW PRESIDENTS INTRODUCED AT THE CONCLUDING JOINT SESSION 


manufactured for customers; 
pricing for profit; terms of sale 
and discounts; distribution; 
sales organization; sales plans; 
advertising — sales promotion; 
service, and business admin- 
istration. 

Marketing research is a tool 
all too seldom used by general 
management or marketing man- 


of the Industrial Distribution Congress in Atlantic City, N. J. Left to right are, Joe 

W. Pitts, Brown-Roberts Hdwe. & Supply Co., Ltd., Alexandria, La., newly elected 

president of the Southern Supply & Machinery Distributors’ Assn.; F. T. Stone, Colum- 

bus McKinnon Chain Corp., Tonawanda, N. Y., newly elected president of the Ameri- 

can Supply & Machinery Manufacturers’ Assn., and J. H. Ruddell, The Central Rubber 

& Supply Co., Indianapolis, Ind., newly elected president of The National Supply & 
Machinery Distributors’ Assn. 


focusing a common understand- 
ing in the field of marketing, 
some of our very capable mem- 
bers of the organization in the 
beginning resisted the nomen- 
clature “manager of marketing” 
and preferred the older and gen- 
erally previously accepted titles 
of “general sales manager” or 
“sales manager.” 

Thus, we should give con- 
sideration to how inclusive is 
the subject of marketing. Be- 
fore enumerating specifically 
the various areas, it is well to 
realize that the marketing ob- 
jectives impinge on manufac- 
turing and engineering and na- 
turally the general management 
of a company or a division or a 
department will establish the 
necessary control procedures to 
attain the over-all objectives. 

The following are the prin- 
cipal areas of marketing: Mar- 
keting research; product plan- 
ning; production scheduling re- 
quests for the factory; inven- 
tory control of company prod- 
ucts, devices or components 


agers. To intelligently govern 
production and sales there ob- 
viously should be a forecast of 
general business and the pro- 
jected acceleration or recession 
of business in advance of its oc- 
currence. There are many in- 
dices that can be fruitfully used 
pertinent to the trends of spe- 
cific industries and it is strong- 
ly urged that every official 
charged with the responsibility 
of operating a business recog- 
nize the statistical importance 
of marketing research. Such 
an approach should chart the 
course of total industry busi- 
ness for a given product line 
nationally and geographically) 
by logical distributing areas. 
Thus, marketing research re- 
quires the budgeting of sales 
potentials, and there is no other 
fair or certain method of mea- 
suring sales performance by ter- 
ritories. Equally, such an ap- 
proach in advance of product 
introduction should closely ap- 
proximate the potentials avail- 
able and the time period re- 
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quired for the introduction and 
development of new products or 
services. Also, this type of 
analysis offers an_ intelligent 
method to study style, size, 
shape, special features, price, 
and service after the sale. One 
of the real opportunities is to 
pretest products or services 
prior to formal introduction 
through using varying methods 
of distribution, pricing or dis- 
play and advertising—particu- 
larly important when the ven- 
ture is new to the company in- 
volved or possibly a new service 
or product never before avail- 
able. 


Product Planning 


Secondly, in the opinion of 
many, those charged with mar- 
keting responsibility have failed 


to utilize to the maximum the 
existing manufacturing equip- 
ment in place. Certainly the 
appearance design of the prod- 
uct is the direct responsibility 
of the marketing group. If mar- 
keting is to truly become an 
exact science then customer or 
user opinions and related facts 
should be obtained through this 
marketing research unit. 

In the general area of product 
planning, too many companies 
or product division lines at- 
tempt to duplicate the total of- 
ferings of many of their com- 
petitors and thus have a long 
and complex list of products 
that do not have common com- 
ponents and often do not utilize 
the same type of manufactur- 
ing equipment, thereby increas- 
ing costs, confusing the sales 





Retiring president of the Southern Association, George G. Weaks, receives a silver 
gift from C. C. Krueger, San Antonio Machine & Supply Co., a member of the Ad- 
visory Board, as E. L. Pugh, Atlanta, Ga., secretary-treasurer of the assoc‘ation, looks on. 


to accept their responsibility in 
indicating to the design and de- 
velopment engineering groups a 
clear and concise description 
as to the requirements of the 
product. To best serve the cus- 
tomer to the maximum degree, 
the fewest possible models or 
devices should be offered to 
obtain standardization and 
thereby lower costs. A thought- 
ful approach will afford the op- 
portunity to standardize com- 
ponent parts, particularly as to 
type of material, size and shape 
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organization, and running the 
very great risk of obsolescence. 
Attention should be directed to 
appraising the 80 to 85 pct of 
the potential market and recog- 
nizing that a short-run special 
product requiring virtually job- 
shop treatment in production 
cannot be interspersed in re- 
petitive manufacturing opera- 
tions. 

Many times all of you have 
heard the sales department 
make the statement that they 
are out of inventory on some of 


the popular products required 
by their trade or that they have 
an excess of many slow moving 
products, and in both instances 
the blame is normally charged 
to the factory or manufacturing 
personnel. 

Our conception of marketing 
responsibility is that the pro- 
duction scheduling in the fac- 
tory should be guided by the 
manager of marketing with a 
production forecast by lines, 
models and devices in advance, 
monthly or quarterly as is es- 
sential, to produce raw ma- 
terials, components and trained 
labor and, finally, a detailed 
estimate as to annual produc- 
tion. A firm commitment on the 
factory for production should 
be for the shortest period con- 
sistent with good judgment to 
obtain the materials, and 
thereby insure less investment 
in inventory and secure the 
highest possible rate of turnover 
of raw material and work in 
progress. Understandably, in 
periods of short material and 
component supply the factory 
orproduction manager will 
register his inability to obtain 
exact production in accordance 
with the scheduled request. This 
inability should then promptly 
be reviewed by general manage- 
ment for final decision. 

Again, it is the responsibility, 
through marketing research and 
scheduled factual reports, to 
have a continual study of the 
movement of the product or de- 
vice through reasonable reports 
of sales and existing inventories 
from final customers, whether 
those customers are factory 
branches, distributors or agents 
or even end industrial users. If 
the district and headquarters 
personnel in the marketing 
areas truly have a concept of 
service to their own’ company, 
it will be found possible to ob- 
tain this information as a 
method of guiding production 
scheduling and inventory con- 
tro] to the advantage of all 
areas of distribution and use. 

Thus, I suggest to you that 
you reappraise your own organ- 
ization structure to be certain 
that the authority and the re- 
sponsibility is fixed as to pro- 
duction scheduling. For the suc- 
cess of your operation, it well 
can be your decision to charge 
your marketing group with re- 
sponsibility for the production 


(Continued on page 82) 





What the Distributor Expects 
From the Manufacturer 


HERE are the things that Mr. Pitts feels will help 
distributors do a real job—better trained 
factory personnel to present products to distribu- 
tor's organization—calls from factories’ top man- 
agement—clearly defined sales policies—better 
profit margins and the 2 pct cash discount — 
improved packaging and advertising programs. 


By JOE W. PITTS 


President 


Brown-Roberts Hardware & Supply Co., Ltd., 
Alexandria, La. 


Tuts is a two-way 
street that we are on. Your 
problems are ours and ours are 
yours, and they are so inter- 
mingled that they cannot be 
ignored or wholly separated. If 
we will spell out some of the re- 
sponsibilities that we have to 
each other, it can’t help but 
make for more happy, harmoni- 
ous and profitable manufacturer- 
distributor relations. 

It is axiomatic to say that 
distributors may rightly expect 
their manufacturing friends to 
produce a product that is well 
engineered and _ designed of 
quality material and workman- 
ship, tested, inspected and priced 
competitively. We expect the 
line to be relatively complete in 
size ranges and functional types 
to meet normal industrial re- 
quirements. 


Better Factory Men 


Being one of the youngsters 
in the mill supply business, I 
hesitate to make suggestions as 
to how supply manufacturers 
can offer us any more coopera- 
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tion along any line, but, at the 
risk of being called impertinent. 
I do want to mention one weak- 
ness that, to me, sticks out like 
a sore thumb. I refer to the 
tremendous amount of money 
that is being wasted by manu- 
facturers every day in sending 
out, to conduct distributor sales 
meetings, men who are utterly 
unprepared tq present properly 
their company and its preducts. 
I know full well that manage- 
ment’s foremost problem today 
is that of personnel, but, for the 
life of me, I can’t see why a 
factory will send out a man to 
represent it at a meeting, one of 
such importance that it may well 
determine whether or not a dis- 
tributor’s salesmen will or will 
not sell that company’s product, 
without first being sure that 
that man has been thoroughly 
trained and tested. 

One of the best methods of re- 
ducing the cost of distribution is 
through better knowledge of 
the product that we are sell- 
ing without our having to 
call continually on the manufac- 
turer for help. We should be 
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properly instructed on a major 
line when we first take it on, or 
when it is radically changed. 
That is when a good man should 
be sent by the factory to in- 
struct our men, and to fire them 
with at least a little enthusiasm 
for the product being discussed. 


Know in Advance 


Let us know in advance when 
he is coming—see that he not 
only knows his line and the an- 
swers, but also that he knows 
how to present his story in an 
interesting manner—tell him to 
omit mention of facts that can’t 
possibly be of interest to us in 
our part of the country — give 
him a few samples to bring 
along and enough catalogs for 
each of our salesmen. See that 
he hits town early enough to 
discuss briefly details with our 
sales manager prior to the meet- 
ing—and, finally, give him a 
watch or an alarm clock. These 
things may seem unimportant to 
you manufacturers, but they are 
all-important from our stand 
point, and should be, even more 
so, from yours. 
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It wouldn’t be a bad idea for 
the American Association to 
consider putting out a moving 
picture, showing just how sales 
meetings should be handled and 
just how manufacturer’s sales- 
men should work with distribu- 
tors. That’s how important I 
think this matter is! 

Also, I know of nothing more 
aggravating to a distributor 
than to have a factory salesman 
fail to show up on time when 
he has a definite appointment to 
travel with one of our men. I 
could cite you innumerable such 
instances from our own experi- 
ences during the last few 
months, but that shouldn’t be 
necessary. Suffice it to say that 
there is no excuse for such a 
thing ever happening and, when 
it does, it takes a mighty long 
time for a sales manager and 
his men to get over it, if they 
ever do. 

A minor suggestion, yet one 
that adds up in importance over 
a year’s time, is that you tell 
your regular salesmen, who call 
on us, to be just a little more 
considerate of our buyer’s time. 
I’ve seen salesmen come in and 
take up hours of our time, when 
a 30-minute visit, or less, could 
have done the job. He’s wast- 
ing not only our time, and 
money, but his own, and yours. 

By the same token, we dis- 
tributors should never lose ‘sight 
of the fact that, in the long run, 
the less time our own buyers 
make your salesmen cool their 
heels, waiting to see them, the 
less overhead you manufactur- 
ers will have and the sooner we 
can hope to have prices lowered. 

I’ve also seen certain specialty 
salesmen come down and spend 
two or three days with us, and 
I do mean wus, because, instead 


of spending his time with our 
salesmen and our customers, he 
spends all of his time visiting 
with our executives, accomplish- 
ing nothing except taking up 
valuable time of our key men, 
and even leaving a bad taste in 
our mouths for the company he 
represents. All these things add 
up to extra costs for all of us, 
and the industry would certainly 
profit if some of them could be 
improved upon. 


Visits From Executives 


This brings me down to an- 
other point. All of us like to 
know personally the folk we do 
business with; that’s human na- 
ture. We distributors welcome 
your salesmen, we couldn’t get 
along without them, but may I 
humbly commend to you presi- 
dents and sales managers the 
desirability of you, yourselves, 
paying us a visit every now and 
then? Such visits would go a 
long way toward ironing out 
little things that might, if neg- 
lected, develop into problems of 
one sort or another. But if 
salved over by the smooth and 
soothing words that usually flow 
from the smiling lips of you 
manufacturers, they would melt 
away and seem as naught in 
your personal presence. 

If the top level executives of 
distributors and manufacturers 
could get together occasionally 
on our home grounds, we could 
answer better for you such ques- 
tions as “Do you like our sales- 
men? How well do our men 
work with yours? Is our sales- 
men’s co-operation good in the 
matter of getting an early start, 
on coverage and co-operation on 
prospects?” and possibly a ques- 
tion as to our knowledge of busi- 


ness conditions in our particular 
territory. 

I’m thinking of an actual ex- 
perience of one of our members, 
who was one of two distributors 
representing a manufacturer in 
the same city. That manufac- 
turer had a salesman who, for 
personal reasons, liked the other 
distributor, and being an old 
timer on the road, his reports 
to the factory were taken as the 
last word. This kept the second 
distributor from receiving co- 
operation of a type that would 
have been useful. Moreover, his 
sales indicated that the account 
wasn’t a particularly desirable 
one. With a change in salesmen, 
this condition changed for the 
better of all concerned. Condi- 
tions could definitely be im- 
proved in many respects, if a 
great many more policy-making 
executives among the manufac- 
turers would spend a little more 
time in making personal con- 
tacts and acquiring a better un- 
derstanding of the problems to 
be encountered in the field, and 
at point of contact with the buy- 
er, where the sale is made. 


Clear Sales Policies 


It goes without saying that 
manufacturers should adopt 
clearly defined and easily un- 
derstood sales policies. Satis- 
factory relations between dis- 
tributors and manufacturers 
and the ability of the distributor 
to handle a line profitably are in- 
fluenced to a large degree by the 
kind of policy the manufacturer 
follows. If a manufacturer elects 
to sell his products direct, that, 
of course, is his privilege and 
that policy should be so stated. 
On the other hand, if he has 
elected to sell his products 
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', . . If a manufacturer elects to sell his products direct that is his privilege and 


that policy should be so stated. If he has elected to sell his products through 
distributors, his policy must be definite, clearly defined, and thoroughly under- 
stood by all parties concerned—manufacturer, distributor and consumer, and 
he must have sufficient faith to stand firm on his policy and support his dis- 


tributors.""—Joe W. Pitts. 
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through distributors, his policy 
must be definite, clearly defined, 
and thoroughly understood by 
all parties concerned, manufac- 
turer, distributor and consumer, 
and he must have sufficient faith 
to stand firm on his policy and 
support his distributors. 

Tied in with this question of 
manufacturers’ policies are, of 
course, such questions as direct 
competition, sales to original 
equipment accounts, what con- 
stitutes an original equipment 
account, territorial arrange- 
ments, the handling of direct in- 
quiries, whether the manufac- 
turer reserves the right to sell 
special accounts of any nature 
and similar questions. 

Also related, is whether or not 
these policies are made univer- 
sally applicable. We know of 
some manufacturers who have 
«ood policies in some territories, 
while in others, their policies 
aren’t entirely satisfactory. Such 
things are given serious consid- 
eration by a distributor before 
he takes on a line or decides to 
keep one. 

Selective distribution is an- 
other subject that should be 
touched upon, since indiscrimi- 
nate, and I use that word ad- 
visedly, indiscriminate enlarge- 
ment of sales outlets by a 
manufacturer does not create 
additional potential volume in a 
territory, but simply divides 
the sales among the distributors 
in that territory. Here again, we 
feel it necessary to emphasize the 
distributor’s obligation to rep- 
resent adequately a manufac- 
turer, once he takes on a line, 
otherwise the manufacturer 
can’t be blamed for seeking other 
or additional outlets for his 
products. 


Better Profit Margins 


Adequate margins are another 
question in which there is grow- 
ing interest, particularly — be- 
cause of the decline in volume 
and the increase in distributors’ 
operating costs. Distributors 
should rightly expect the dis- 
count schedule on a product line 
to be sufficiently wide to cover 
the costs of handling and selling 
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the product, with a fair profit 
left over for the distributor. 
Obviously, some products re- 
quire a lot of handling and a lot 
of selling, while others do not. 

Embraced within this matter 
is the importance of adequate 
margins for stock-carrying dis- 
tributors, as contrasted with 
those who have their office in 
their hat, so to speak, and do 
not perform any of the regularly 
accepted and recognized func- 
tions of distribution. A distrib- 
utor who does a good job has 
certain obvious functions to per- 
form, and I have yet to find one 
of them that doesn’t cost money ; 
and this comes from just one 
source, profit from the sale of 
merchandise. 

We distributors can stream- 
line our operations and reduce 
our cost of doing business just 
so far. Once we have done that, 
if we aren’t given a _ sufficient 
margin of profit on a line, we 
aren’t left with any alternative 
than to drop that line and take 
on one that does pay us a profit. 

It stands to reason that we 
can’t live on love alone, even if 
we do get a kick out of selling 
and trying to collect for the 
items we buy from you. So, in 
our own case, we're going to 
continue to devote our best ef- 
forts toward selling those lines 
that help to keep us in business, 
and gradually weed out those 
that don’t provide enough mar- 
gin of profit to justify our han- 
dling them. 

This brings us to a problem 
that has been with us a long 
time, but one which has as- 
sumed such importance in recent 
vears that it has become a seri- 
ous one for the distributor, in 
his attempt to hold down his cost 
of doing business. I refer, of 
course, to the matter of cash 
discount. 

It took us a long time, down 
our way, to figure out that a 


pretty good way to show a profit 
at the end of the year was to 
charge off as little as possible to 
bad debts, so, to achieve that 
end, we educated our customers 
to discount their bills each 
month. We did such a good job 
that now we have about three- 
fourths of our customers doing 
that very thing, and we have 
very few credit losses, but I’m 
wondering if we are any better 
off. 

The cash discount that we al- 
low, amounts to considerably 
more than that which we re- 
ceive from manufacturers, due 
to our having to allow it on our 
selling price and our inability to 
educate our customers on the so- 
called simple idea of analyzing 
each of our invoices and picking 
out those items that carry % of 
1, 1 or 2 pet and which ones 
are net, and then figuring the 
correct total cash discount. You 
may not believe it, but they take 
2 pet on the whole invoice. Just 
you try and stop them! 

We even tried Faving our 
salesmen write up separate sales 
sheets on items according to 
cash discount allowed us by man- 
ufacturers, and we invoiced cus- 
tomers accordingly. But we 
stopped doing that when we saw 
what our extra stationery, post- 
age and labor expense amounted 
to, plus the fact that our custom- 
ers still took 2 pct off our state- 
ment at the end of the month 
This definitely is an expense 
item that distributors should not 
have to stand. 


Another Angle 


Another angle for you to con- 
sider is that the time is rapidly 
approaching when some distrib- 
utors will stop taking any cash 
discount less than 2 pct and, in- 
stead, will be paying you on a 
net 30 or 60-day basis, according 
to your terms, and then lagging 
behind and giving your credit 
departments some concern, due 
partly to our reduced profits, re- 
sulting from this uncalled-for 
cash discount expense. 

We can’t urge too strongly 
that those manufacturers who 
do not allow the usual 2 pet cash 
discount, should fall in line with 


". . . The time is rapidly approaching when some distributors will stop taking 
any cash discount less than 2 pct and, instead, will be paying you on a net 30 or 
60 days basis, according to your terms, and then lagging behind and giving 
your credit departments some concern, due partly to our reduced profits, result- 
ing from this uncalled for cash discount expense."—Joe W. Pitts. 
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What a Manufacturer Expects 
From a Distributor 


, poet at the closing 
joint session of the Ameri- 
can, National and Southern as- 
sociation on Wednesday morn- 
ing, May 24, William A. Purtell, 
president, Holo-Krome Screw 
Corp., Hartford, Conn., cited 
some of the things a manufac- 
turer expects from his distrib- 
utor. These are: 

The distributor must make 
products available by means of 
good stocks. To accomplish this, 
without excessive inventories, 
makes it imperative to use the 
stock control technique. The 
distributor should also have an 
adequate, well supervised sales 
staff and should provide proper 
product coverage so that prod- 
ucts are known, understood, 
and talked about, he said. 

Continuing, Mr. Purtell com- 
mented upon the need for a 
wider use of sales analysis 
methods which would reveal 
that too many distributors are 
living off too few accounts in 
their territories and missing 
the largest potential market 
possible. 


Distributors should also make 
a greater sales promotion ef- 
fort, he said, by maintaining 
effective mailing lists, a very 
valuable selling tool. He also 
urged that distributors take 
manufacturers into their con- 
fidence about conditions in their 
territories and among their in- 
dividual accounts. This wouid 
permit manufacturers more ef- 
fectively to help with distrid- 
utors’ problems. 

Mr. Purtell asked for more 
loyalty towards lines being car- 
ried which could be evidenced 
by keeping the consumer in- 
formed about lines through 
mailings and personal calls. 

He called for more financial 
stability and suggested that 
manufacturers be taken into the 
distributor’s confidence because 
help could often be extended 
when capital is short, a condi- 
tion which happens to the best 
of distributors. 

Mr. Purtell further said that 
distributors should do better 
planning for the utilization of 
the manufacturer’s salesmen’s 
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time and that they could also 
put to more effective use, manu- 
facturer’s printed literature 
which is very expensive to pro- 
duce. 

In summation, Mr. Purtell 
commented that he felt that the 
distributors and manufacturers 
had made tremendous strides in 
the past 25 years in coming to 
an understanding of their mu 
tual problems. He also pre- 
dicted that still greater strides 
would be made in the next 
decade 





others who properly realize that 
there is a distinct difference be- 
tween a cash discount, which is 
a premium allowed for prompt 
payment, and a trade discount, 
which reflects a legitimate profit 
on the sale of an item. The two 
are not related in any way, vet 
the fact that some manufactur- 
ers don’t realize this, is putting 
an added and unnecessary bur- 
den of expense on the distribu- 
tor, whose hands are tied, so far 
as being able to correct the situ- 
ation on his level is concerned. 


Better Packaging Needed 


Steady progress has_ been 
made in packaging, but much 
more improvement is possible. 
Standard package quantities 
should be reduced to feasible 
minima. For example, lag bolt 
case lots are too big for most 
distributors and, with heavy 
penalty for less-than-case pur- 
chases, this item is not profita- 
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ble. In the case of nuts, the 
penalty for carton packaging is 
too great. 

We would also suggest putting 
clear and complete identification 
marks on packages. Again, nuts 
are an outstanding example of 
this need. When the head of a 
keg is knocked out, all identifica- 
tion marks are destroyed and the 
average order runner is_ not 
qualified to identify them. The 
side of kegs, as well as the head, 
should be marked with size and 
kind of nuts. When possible, 
packages strong enough for re- 
shipping should be used. 

Recent improvement on pack- 
aging of cross cut saws in in- 
dividual folders is most com- 
mendable and aptly illustrates 
how a distributor’s cost of han- 
dling merchandise is reduced. 

It would prove very helpful if 
complete information were put 
on invoices so that both office 
and warehouse clerks could 


match invoices with orders and 
with the goods. Some of the in- 
voices that we now receive from 
manufacturers show item num- 
bers only, such as 100 only CW- 
972, 300 only 2486M, etc. Terms 
should always be shown on in- 
voices, also freight allowance 
and any other permissible deduc- 
tions. These things may seem 
trivial, but are important to a 
distributor. 


Standardization Helpful 


If it were possible to stand- 
ardize on the size of catalog 
pages that come to us from 
manufacturers, it would be most 
helpful. The Southern Whole- 
sale Hardware Association has 
made considerable progress 
along this line, after having 
worked on the matter for sev- 
eral years. Our salesmen con- 
stantly complain of the size and 

(Continued on page 92) 
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The Kind of a Distributor Who Will 


RGING caution as to credits Mr. Stine reminds 

audience that 75 pct of last year's business 
failures were among concerns that entered business 
in the past five years. Distributors should push 
lines giving reasonable profit, and advertise re- 
membering that ''a picture is worth 10,000 words.” 
Deplores price cutting, emphasizes need for trained 
salesmen who are backed up by good inside per- 
sonnel and declares that job security is of primary 
importance to all personnel, who must be shown 
the relationship between doing a good job and 

personal and company profit. 


| in terms of 
a distributor, suppose we think 
in terms of a Quadruple A dis- 
tributor, from four standpoints: 
1. Administrative, 2. Advertis- 
ing, 3. Active—associations and 
competition, and 4. Available 
men and materials. 

First, let us consider him 
from the administrative end. 
It has been my observation over 
a period of years that most 
great businesses grow from 
great leadership—man’s_ im- 
pression of men. Character in 
business is a priceless posses- 
sion; it cannot be purchased 
but must be built by years of 
service, courtesy, immediate 
handling of complaints, fair 
price, fair play and cheerful 
personnel. It is easier to be 
courteous than to be rude and 
a lot more fun; this and so 
many other things make up the 
operation of a successful dis- 
tributor. 

Watch your credits. Accord- 
ing to a recent Dun & Brad- 
street bulletin 9246 businesses 
failed in 1949 as compared with 
5250 in 1948—these in manu- 
facturing, wholesale and retail 
trades, construction and com- 
mercial service—for a total loss 
of over $308 million, the heavi- 
est since 1935. Seventy-five pct 
of 1949 business failures began 
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business operations in the last 
five years. Distributors expect- 
ing a profit in 1950 will have 
to be very careful in the exten- 
sion of credit. 

Don’t overlook retain title 
time payment selling. Credit 
managers should look carefully 
into any government financed 
business. Usually in the case 
of a business failure govern- 
ment foreclosure takes all the 
assets. 

The higher cost of doing busi- 
ness makes it imperative for 
distributors to obtain the maxi- 
mum volume of business avail- 
able. Push lines that give you 
a reasonable profit. 

It is the administrative end 
of a business that must plan 
ahead and project ideas and 
thoughts into the future to 
soundly build for future years 
on the foundation that you now 
have established. 


Advertising 


1. Direct mail. Maintain your 
own advertising department and 
use envelope stuffers, folders. 
letters and stock sheets with 
reply cards. Confucius said, 
“A picture is worth 10,000 
words.” 

2. Newspaper. Use classified 
and display ads and publicitv. 
Keep your name and the prod- 


ucts you handle before the pub- 
lic. Send press releases of com- 
pany functions such as picnics, 
dinners, etc., including pic- 
tures, to newspapers. 

3. Periodicals closely asso- 
ciated with the markets you 
cover. 

4. Your men are asking for 
orders every day. Supplement 
this with every advertising me- 
dia you can—key rings, pen- 
cils, blotters, matches, etc. Sell- 
ing is advertising. 

5. Catalogs. 

6. Display merchandise. Use 
window and floor displays; dem- 
onstrate tools; hold tool clin- 
ics, ete. 

7. Sales stimuli such as mov- 
ing, activating shows at fairs, 
etc. 

8. This year being our 50th 
Anniversary, we have published 
a 32-page tabloid with a 45,000 
circulation as well as a direct 
mailing of between 4 and 5 
thousand. We have also used a 
brochure, this being the fourth, 
illustrating a wide variety of 
merchandise available in our 
warehouses. Establish a trade- 
mark and use it at every op- 
portunity. 

9. If you feel that radio is a 
good medium in your locality, 
use it. 

Have you ever stopped and 
considered that the starting 
point on corporation taxation is 
38 pet., increasing as your in- 
come increases? Use more of 
your cheap dollar in adver- 
tising. 

Be co-operative with competi 
tion, but not in collusion. We 
must necessarily draw a fine 
line at this point, but I feel 
that everyone here realizes the 
importance of making a profit 
To do so we must of necessit) 
maintain prices. Manufactur- 
ers, as a rule, set up prices 
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Make a Profit in 1950 


By PAUL J. STINE 
Vice President, 

Harry P. Leu, Inc. 
Orlando, Fla. 


based on a reasonable profit 
and I propose that we do not 
give away these profits. We 
should sell values, not discounts. 
Who is going to set your prices, 
Are you going to set your prices, 
or are you going to let some 
“little peanut stand” on the 
corner set your prices? That 
is exactly what you are doing 
when you’ meet his price. 
He is setting the price of your 
merchandise. Unfortunately 
some of the “wild Indians” in 
our industry have set up some 


the price information. Some- 
times it is an honest mistake, 
at other times a deliberate price 
cut. A lot of salesmen give as 
their excuse for their failure 
to sell, “Our competitor has a 
cheaper price.” 

Every distributor suffers 
when prices are cut. Read 
again and place in the hands 
of interested people, “The Ef- 
fects of Cutting Prices,’ from 
Ted Pugh’s office. For exam- 
ple, on present gross margin 
of 25 pct, if you cut the price 
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"There is only so much business, as all of you know. You 
don't create any more business by cutting the price. You 
only cut the throat of your industry . . . Every business is 
entitled to a fair and reasonable profit and must make such 
a profit if it is to remain in business." 


O 


leader merchandise at very 
cheap prices in the hope that 
they will get the major portion 
of some of the customers’ busi- 
ness. Is that fair or profitable? 
Suppose we have a leader in 
one line, someone else has one 
in another and so on for six 
or eight major lines. Won’t the 
customer in the long run buy 
the cheap leader line from each 
one who has the best price and 
we all suffer? 

Others in the industry are 
selling material delivered. This 
is another form of price cut- 
ting. Bear in mind that any 
price cutting can be of only a 
temporary advantage. No profit 
and. soon we have no business. 

We should be slow to con- 
demn. Many times our sales- 
men bring in an erroneous re- 
port of price cutting. Have the 
salesman see the invoice or the 
quotation with his own eyes. 
Don’t take anyone’s word for 
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10 pet you must increase your 
volume by 50 pct. Is there that 
much more business available? 
There is only so much business, 
as all of you know. You don’t 
create any more business by 
cutting the price. You only cut 
the throat of your industry. 
Who, then, profits on a price 
cut? You? Your competitor? 
NO. Only your customer. Every 
business is entitled to a fair 
and reasonable profit and must 
make such a profit if it is to 
remain in business. 


Available Men and Material 


The contact we have as an 
organization is primarily 
through our outside salesmen. 
If we have trained these men 
to sell instead of merely taking 
orders, to be constantly on the 
lookout for new business as 
well as keeping the old busi- 
ness, back them up with good 
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inside salesmen, and good of- 
fice personnel. Continually 
train all of these sales people 
with everything we have at 
hand through every media in- 
cluding regular planned and 
scheduled sales meetings of all 
of the employees who are now 
or will be in sales or contact 
with our customers. Then we 
‘an hope to be qualified to serve 
the best people on earth, our 
customers. 

Use motion pictures and other 
visual aids in training. Use 
suggestions from salesmen, em- 
ployees and customers to ad- 
vance and benefit your organi- 
zation. 

Every employee you have is 
interested in job security. Show 
each of them that business must 
prosper if they are to prosper. 
Putting it another way, a prof- 
itable company is the way to 
job security. Create a 
of belonging, show each 
son that he is a part of a team. 
Give every employee an oppor- 
tunity to advance and show 
him that advancement depends 
on himself. We have to be con- 
siderate. Men are the lifeblood 
of our immediate business. Pick 
them carefully, train and guide 
them well. 

A distributor must do an out- 
standing iob of administration. 
He must advertise his merchan- 
dise at every ovportunitv and 
must train and insvire men who 
are willing and able. He must 
maintain prices and see that 
thev are maintained in the in- 
dustry, carry an adequate bal- 
anced inventory and be an en- 
thusiastic, cooperative leader. 


sense 
per- 
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The Industrial Distributor Selects 


Factors Outside the 


Distributor’s Control 





By WALLACE CAMPBELL 
Campbell Hardware & Supply 
Co., 

Seattle, Wash. 


two reasons prompted 
me to accept the invitation to 
serve on this panel, discussing 
the subject. “The Industrial 
Distributor Selects a Manufac- 
turer’s Line:” (1)—Because a 
man is in business and investing 
money for the purpose of mak- 
ing money; (2)—Because this 
study presents to the Industrial 
Supply and Machinery Distribu- 
tors’ Association in convention 
the opportunity to devote some 
time to the effect the ‘outside- 
of-our-industry” influences and 
pressures (such as political and 
labor, not to exclude interna- 
tional), are having on the na- 
tional economy in general and 
on our own industrial supply 
distributing industry in par- 
ticular. 

In connection with the latter, 
let us appreciate that we are 
a very important functioning 
link of American industry. We 
do the job of distributing indus- 
trial supplies to America’s in- 
dustries. We appraise markets 


— 
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and we anticipate demand. We 
must know our economics and 
we support our knowledge with 
heavy investments of our own 
dollars. Our services are of real 
value to the nation’s economy. 
Thus, when economic’ storm 
clouds evidence themselves, we 
should have a voice and our voice 
should be raised and heard. 
When I refer to economic 
storm clouds evidencing them- 
selves, I refer to such careless 
pressure statements as “indus- 
try can pay more wages and ab- 
sorb the cost without raising 
prices.” That one stemmed from 
certain labor leaders, politicians. 
and even the President of the 
Nation right after V-J Day. 
There then followed round 
one, then round two, which—as 
we remember—was to have bee: 
the end of the climbing spiral. 
Then came round three. It, too, 
was to have been the end of the 
vicious spiral. Then round four 
and new pension demands, and 
new sick and insurance benefits. 
And there is still no end in sight 
for just last week Mr. Kiplinger 
forecast “more inflation ahead.” 
Some two weeks ago in the 
CIO Steel Workers’ convention 
the timing and the plans for 
starting another round of wage 
raises were decided upon: The 
time—September to December 
of this year; the strategy— 
point to high prices, big produc- 
tion and profits. Also, the re- 
port of the President’s fact-find- 
ing board last Fall said that 
wage raise demands would be 
justified if prices were not cut. 
When we are in convention, it 
is our duty to ourselves and to 
American business to appraise 
the position in which we find 
ourselves and then state that ap- 
praisal in clear-cut English and 
let it be heard by the other im- 
portant and vital links of ow 
American economy. 
Our problems aren’t ours 


alone. As doing business for us 
becomes more complex, it doesn’t 
help us nor the manufacturers 
and processors nor our own em- 
ployees to confine our concern to 
ourselves. 

With the stock market soar- 
ing, with big company after big 
company declaring dividends 
and extra dividends, stock splits, 
etc., it is difficult for a lot of 
American people to understand 
why distributors of industrial 
supplies aren’t rolling up high 
profits also. As an industry, we 
stand sorely in need of a public 
relations job, done industry-wise 
and done company-wise. 

Harold E. Stassen, president 
of the University of Pennsyl- 
vania, in his address before the 
annual convention of the Cham- 
ber of Commerce of the United 


Some Factors 
Distributor's 


l REMEMBER as a 
child one of my favorite Bible 


By T. GORDON VAUGHAN 
The W. M. Pattison Supply Co.., 
Cleveland, Ohio 
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1950 


a Manufacturer's Line 





A Panel Discussion 


What Kind of a Line Does the 





States on May Ist, told of a re- 
cent survey made of the opinions 
and ideas of 200 working peo- 
ple in the Philadelphia-Camden 
area. From it, Mr. Stassen con- 
cluded, that American business 
has done an outstanding job of 
selling its products, but a poor 
job of selling the picture of 
American business to its em- 
ployees and the American people. 

Only we understand the part- 
nership that exists between us 
and our manufacturers; that 
there is no bargaining that we 
can do in taking on a major line 
of merchandise. That there is 
little or no sharp deal buying 
for us to make. Our purchasing 
agents are virtually routine 
order clerks. Our costs are na- 
tionally and uniformly estab- 


(Continued on page 66) 


Under The 
Control 


stories concerned Noah and his 
ark. It was some years later be- 
fore I learned why he chose two 


of each species of human life to | 


accompany him on the voyage, 
and many years later that. I 
really appreciated how large the 
figure two looms in our every- 
day existence. 


For instance, there are gen- | 


erally two basic reasons for a 
distributor taking on a manu- 


facturer’s line; either he desires | 


to replace a similar line or he an- 
ticipates expanding his opera- 
tions or services. 


Just as simply there are 
usually two ways or methods fo1 
starting these negotiations; 
either you as the distributor 
seek out the manufacturer or 
your choice or as more common- 
ly happens, the manufacturer 
approaches you. 


(Continued on page 69) 
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Industrial Distributor Want? 


ters see if we can 
throw our weight around to 
good advantage rather than to 
engage in more. conversation 
with which we are already 
saturated. 

Maybe this year we are really 
going to do something about it. 
The signs are that the time is 
ripe. I say signs because we do 
not exchange dollar figures and 
our association expense figures 
based on 100 pct sales are not 
adequate in years of large fluc- 
tuations of sales. 

Recommendation I—that mem- 
bers provide dollar figures for 
analysis by a qualified outside 
organization such as the Robert 
Morris Associates. But it is 
clear to all that the crisis is here 
and the 1949 figures do not in- 
spire confidence in the future of 
the industrial supply business as 
it is now constituted. 

A total of 101 members re- 
ported net profits for 1949 of 
1.76 pet of sales which is 54 pet 
of the 1948 figure of 3.25. Many 
members have reported that 
they cut or passed their divi- 
dends in 1949 and several report 
losses for the year. 

One member described the 
condition, “We would have done 
better to liquidate our inventory 
and invest in the capital stock 
of our suppliers.” It was a 
shock to me to learn that 60 pct 
of our reporting members were 
borrowing money from the 
banks. 

What causes have contributed 
to the industrial distributors’ 
diminishing profits? Constantly 
mounting expenses are a univer- 
sal problem and were easily ab- 
sorbed when sales were skv- 
rocketing and extra profits were 
gained in a rising price market. 
Prices are stabilizing and sales 
are dropping off to an extent 
that profits have disappeared. 





tae 7 34 
By R. H. RUSSELL 


J. Russell & Co., In 
Holyoke, Mass. 


The war started up many new 
manufacturers of supply lines 
who are now looking for distri- 
bution. There are more distribu- 
tors and more manufacturers 
than before the war which makes 
more and tougher competition 
for both. In this climate, a sup- 
plier can’t hold an umbrella over 
his distributor, nor can a dis- 
tributor afford to play along 
with a sleepy supplier, hoping 
that he may wake up. 

Any improvements must be 
made in a spirit of cooperation 
with the suppliers who set both 
our cost and selling price and 
largely determine our market as 
well. A distributor cannot criti- 
cize his supplier without con- 
fessing his weakness—for there 
is no compulsion for him to rep- 
resent any erring supplier. And 
neither can a supplier criticize 
his distributor without admit- 
ting that his selection was faulty. 
So let’s admit at the start that 
we are both tied together and 


(Continued on page 69) 
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Factors Outside the 
Distributor's Control 


(Continued from page 64) 


lished by our manufacturers. 
Nor, do we object to that, be- 
cause in our line of endeavor, 
we become the sales and service 
arm of the manufacturer with 
whom we associate ourselves. 

We don’t make our own sell- 
ing prices. These prices are es- 
tablished for us. So, when both 
our cost prices and our selling 
prices are tailormade, we have 
nothing to do about our gross 
margins of profit. 

And, our gross profit spreads 
have not increased in the last 10 
years. Speaking for the dis- 
tributors of the Pacific North- 
west, I can authoritatively state 
that for us our profit spreads 
have decreased during the last 
decade. 

The only figures you and [I 
have a free hand to wrestle with 
are our own local cost-of-doing 
business figures. These are ours, 
and like the recent rising waters 
of the Red River in Western 
Canada, our operating costs, 
despite our every frugal effort, 
are climbing to the danger point 
of washing away all chances of 
profits. 

At this point, let me insert 
that we are mindful of the fact 
that we are in a postwar period 
which possesses problems for 
everyone in business, a period 
of turmoil in which the most 
alert and aggressive competi- 
tors frequently make tremen- 
dous inroads on complacent com- 
panies. 

We are mindful of the great 
change being brought about in 
merchandising because of the 
automobile—of what the auto- 
mobile is doing to our communi- 
ties; how it is decentralizing 
cities; how it is changing buy- 
ing habits. All lines of business 
are having to make radical 
changes and the industrial sup- 
ply distributors must keep 
abreast with such changes. 

But, despite the aggressive ef- 
forts of many capable supply 
men, profits and earnings for in- 
dustrial supply distributors are 
diminishing, and industrial sup- 
ply investments are becoming 
less and less attractive. That’s 
where it is rubbing, and that’s 
where the cracks in our indus- 
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trial supply pattern are begin- 
ning to show up. 

Last year many industrial 
supply distributors could have 
done far better had they gone 
out of business, sold their in- 
ventories, rented their premises 
and, if they owned their prem- 
ises, enjoyed a nice income on 
a rental basis; then taken the 
cash from the sale of their in- 
ventories and turned around and 
invested it in the stocks and 
securities of some of the very 
manufacturers from whom they 
had been buying merchandise. 
Needless to say, that condition 
can’t go on. 


Pressure Problems 


It is at this point that I tie 
the pressure’ problems—with 
which our industry is confronted 
from without, namely high op- 
erating costs, high labor costs, 
high taxes, the small order prob- 
lem, ete., into the subject “The 
Industrial Distributor Selects a 
Manufacturer’s Line.” I tie them 
together at the investment level. 

A successful industrial supply 
distributor must be a_ good 
banker. He must look upon all 
of his lines as investments, and 
a good banker does not keep his 
dollars in a poor investment 
very long. 

Judging from the pleading let- 
ters dispatched by our secretary 
asking for cost-of-doing-busi- 
ness figures for the year 1949, 
many of our jndustrial supply 
fraternity brothers’ did _ not 
make money last year. Know- 
ing the odds as we all do, this 
should come to us as no surprise, 
and perhaps it’s nothing to be 
ashamed of. But, as we are well 
into 1950 and it won’t be many 
months before it will be time to 
scribe another profit and loss 
statement for a fiscal or calendar 
year, there are grave possibili- 
ties of our ranks in “red ink” 
increasing. 

You can’t expect a John L. 
Lewis, a Mr. Murray, a Mr. 
Reuther—or some others—to go 
on creating rounds 1, 2, 3, 4, 5, 
and so on and not have prices 
and costs continue to soar all 
along the line—and not have cer- 
tain important links in our 
economy, such as industrial sup- 


ply distribution (which is work- 
ing on fixed percentages) caught 
in a squeeze. 

The cycles put into motion by 
rounds 1, 2, 3, 4 and so on can- 
not go on without industria! 
supply distribution breaking 
down unless some old trade habit 
percentages are changed. It is 
only a question of how much 
vision we care to use and 
whether we want to do some- 
thing about it or whether we 
wish to be apathetic and just 
hope for the best. 

Our distributing industry has 
geographical complications 
which must make some of my 
remarks seem far fetched. When 
an industry sets up uniform 
costs and selling prices over five 
or six vastly different areas as 
constitute these United States, 
when national economic ratios 
are distorted, that industry is 
headed for some economic prob- 
lems within itself and certainly 
inequalities from the standpoint 
of dollars invested in inven- 
tories. 

So, when a panel attempts to 
discuss a subject as broad as 
“The Industrial Distributor Se- 
lects a Manufacturer’s Line,” I 
submit you must first answer the 
question as to what part of the 
country you are from, and tem- 
per your thinking with the eco- 
nomic problems peculiar to your 
section of the country. 

In the great eastern industrial 
states, I have observed that the 
industrial supply distributors 
enjoy practically overnight de- 
livery from the manufacturers, 
thus they have smaller inven- 
tories and substantial turn-over 
figures during a given fiscal 
year. They enjoy a large amount 
of direct or special order busi- 
ness. They also, I am _ fully 
aware, have plenty of competi- 
tion—competition of perhaps 
every description. 


California Labor High 

In California, there are higher 
labor costs than in the eastern 
sections, larger inventories, 
smaller turn-over figures, but on 
the whole, there are good, aver- 
age orders. In the southern 
states, I can visualize smaller 
volume, smaller average sales, 
and low operating costs because 
of low labor costs. 

In the extreme Pacific North- 
west, there are very large inven- 
tories, because all materials 
must be shipped from a distance 
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of from 2000 to 3000 miles, high 
labor costs, and because the sec- 
tion is not a manufacturing 
area, low dollar value orders and 
very low turn-over figures. 

It is sections of the nation 
such as the Pacific Northwest 
which find themselves particu- 
larly in a squeeze at the present 
time. My suggestion is to watch 
marginal sections, such as the 
Pacific Northwest, for what 
steps distributors in such sec- 
tions are taking to cope with the 
squeeze conditions. It all gets 
down to handling money and in- 
vesting it wisely. 

After all, smart distribution 
simply calls for you to respond 
to the opportunities which you 


find in the territory you are 
serving. 

As I close, I am reminded of 
the title used by the main 
speaker who addressed this as- 
sembled convention three years 
ago. Do you remember the 
title? It was, “Merchandise 
That Doesn’t Pay the Distribu- 
tor a Profit Will Not Be Dis- 
tributed.” 

Three years ago that title did 
not have the significance that it 
has today. There isn’t anything 
vicious about that title. It con- 
tains no threat to anyone. That 
title is simply a 1950 business 
way of expressing a very old 
truth—“Water always finds its 
own level.” 





Some Factors Under the 
Distributor's Control 


(Continued from page 65) 


But in any case you, as the 
distributor, control the most im- 
portant factor in these negotia- 
tions; your inherent right to say 
one of two words; yes, or no. 

As the history of our industry 
bears out, major changes in our 
distributors’ lines are few and 
far between, and serious consid- 
eration is given to all the ele- 
ments concerned prior to making 
a change for either replacement 
or expansion. , 

In reviewing the factors with- 
in the control of the distributor 
I have grouped them roughly as 
follows: First the ability of the 





distributor to take on the line; 
secondly the desirability of the 
distributor line. Let’s discuss 
both factors briefly. 

I believe the most important 
single consideration is the 
ability of an individual distribu- 
tor to handle a particular line 
and that sometimes too little 
thought is given to an honest 
appraisal of his own qualifica- 
tions. For to be really able, he 
must be in a position to devote 
the money, time and _ physical 
space necessary, to accept the 
dual responsibility to his own 
customers and to his manufac- 
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J. H. Ruddell, The Central Rubber & Supply Co., Indianapolis, Ind., newly elected 

president of the National Supply & Machinery Distributors’ Assn., receiving the gavel 

from Ray C. Neal, R. C. Neal Co., Buffalo, N. Y., retiring president. Reading from 

the left are Mr. Neal, J. D. Nicholson, The Mine & Smelter Supply Co., Denver, Colo., 

reelected representative for Area No. 5, Mr. Ruddell and Harold F. Torell, Syracuse 
Supply Co., Syracuse, vice-president for Areas Nos. | and 2. 


HARDWARE AGE, JUNE 1, 1950 


turer to warehouse, sell and ser- 
vice the product properly. 

Money should be our first con- 
sideration, for it not only has to 
provide our initial inventory, 
but has to provide additional 
time or space when required. 

Any extraordinary success 
that we as a company have en- 
joyed with any particular major 
line is in direct ratio with our 
financial investment in that line. 
A distributor’s expenditure for 
original inventory too often rep- 
resents the minimum purchase 
requirement of a manufacturer’s 
suggested-stock list, without 
consideration for the expectant 
potential or resultant business 
or the needs required to service 
his customer area. 

Nor should we neglect to con- 
sider the capital necessary to 
finance the augmented accounts 
receivable which should result 
from the addition of a new line 
or product. If we are not will- 
ing or able to invest sufficient 
capital in those elements neces- 
sary to stock and service the 
product, we have no right to 
castigate a manufacturer for 
selling direct in our territory. 

I spoke before of the time ele- 
ment. By that I mean the avail- 
able time of our sales and ser- 
vice organization. It is obvious 
that we as a distributor must 
provide a well supervised sales 
force, and the time required to 
train our salesmen in demon- 
strating and selling the manu- 
facturer’s product. The distribu- 
tor’s inside organization too 
must be adequate and sufficient- 
ly competent to handle the sale 
and service of the new line. 

If the neW line is complimen- 
tary to other lines handled by 
the distributor within his busi- 
ness, or a department of his 
business, this is not too difficult 
a hurdle. But a distributor must 
always be conscious of the fact 
that if necessary he must be able 
financially to add required per- 
sonnel to his sales or service or- 
ganizations or to provide for spe- 
cial advertising or even to 
provide specialists for the sale 
of that particular line. 

The next consideration of a 
distributor’s ability to handle a 
line is physical space. More and 
more manufacturers are de- 
manding that their goods be 
warehoused, exhibited, adver- 
tised, demonstrated and _ sold. 
If a distributor is seeking a 
large-potential line, thought 
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must be given to the warehouse 
and display space required for it, 
and in case of expansion of in- 
ventories, the monies available 
for financing that space. Consid- 
eration must be given to the bulk 
or weight of the product, the 
necessity of, and the facilities 
for, handling carload or large 
truck shipments; the personnel 
required to process orders and 
the extra equipment that might 
be needed to handle or deliver 
the merchandise. 

Money, time, and space are 
important factors in the “abil- 
ity” of a distributor to handle 
a line. But let us now discuss 
“desirability,” which can be ex- 
plored best by asking a com- 
pound question: “Is the line 
competitive, and is the line prof- 
itable?” 

We at Pattisons consider our- 
selves as a full-line, or country- 
store type of supply house and 
as such our various lines are 
competing constantly with one 
another for sales time. Under 
such conditions thought must be 
given as to where and how a 
new line will fit in the estab- 
lished sales pattern of the dis- 
tributor. 

To me it is a poor salesman or 
a poor distributor who has to 
have a price advantage or a 
monopoly to sell. But too often 
a distributur accepts a fran- 
chise from a manufacturer for 
a product that is too competi- 
tive with similar products avail- 
able or with a different product 
performing an identical ultimate 
function. 

In taking on new lines or ex- 
ploiting the sale of our old 
standbys, I believe we should 
realize that fundamentally we 
are not competing with other in- 
dividual industrial supply dis- 
tributors, but rather as a group 
of supply houses who are fight- 
ing for our industry’s share of 
the industrial market. In Cleve- 
land six of the seven accepted 
major supply houses are mem- 
bers of our National association. 
Isn’t it much more important 
that we concern ourselves with 
the diversion of more industrial 
business to our combined agen- 
cies rather than fight among 
ourselves over the division of 
what we already receive? We 
think so, and are constantly try- 
ing to convey these impressions 
to our manufacturing friends. 

There should be no proselyt- 
ing of lines among our group, 
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for to strengthen ourselves as 
an industry we must each be 
robust as individuals. A strony 
National association portends a 
strong industry that provides 
all manufacturers with a dis- 
tributor sales policy with recog- 
nition and representation. 

Is the line profitable? Bob 
Russell, among others, has de- 
voted unstintingly of his time 
(and your association has con- 
secrated itself to the task), to 
study the evaluation of a single 
line. We believe it should re- 
sult in a direct net return of 
not less than 5 pet, before taxes, 
and should preferably have an 
indirect return as a compliment 
to other related lines. And last 
but most important of all, it 
should be profitable as a prestige 
builder for the distributors over- 
all business. 


Any success our company has 
enjoyed can be boiled down to 
one formula: financial responsi- 
bility, firm moral and ethical 
guidance, and the prestige en- 
joyed by representing the finest 
of manufacturers. W. M. Pat- 
tison, our founder, taught us 
that in seeking a manufactur- 
er’s line we should strive to rep- 
resent the finest available, and 
his son Charles who is now our 
president, and Tom Ramsay our 
vice-president, have dedicated 
themselves to the maintenance 
and furtherance of these pur- 
poses and ideals. 

Ability—4esirability, let’s con- 
sider each carefully before we 
execute our control of the one 
vital factor in taking on a manu- 
facturer’s line, belonging ex- 
clusively to the distributor—yes 
or no! 
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What Kind of a Line Does the 
Industrial Distributor Want? 


(Continued from page 65) 


let’s head for the same bone at 
the same time. 

More margin of course would 
help. There isn’t any question 
that we need more money for 
the work we do and deserve it 
for the ‘‘time-place” utility that 
we furnish the supplier at a 


SOUTHERN 
SECRETARY- 
TREASURER 
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much lower cost than he can 
provide otherwise. We also have 
an obligation to keep our sup- 
plier competitive which compels 
us to do our part. This means 
maintaining suggested resale 
prices and not giving quantity 
prices on small orders to “pet” 
national accounts. 

Suppliers are keenly interest- 
ed in their distributors making 
a profit for they wish their 
goods well distributed. But dis- 
tributors have got to tell their 
story with facts on a _ nation- 
wide basis. A manufacturer of 
drills caused quite a stir with 
a recent net price book based 
on a 50 pet mark-up. It turned 
out that this net price book was 
for the automotive trade only 
and the question was raised as 
to why the industria] trade 
couldn’t be served with a 50 pet 
mark-up instead of their cus- 
tomary 25 pet. The answer giv- 
en was that the automotive trade 
sold drills in smal] lots. 

Now we operate both automo- 
tive and industrial businesses 
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and our experience belies this 
distinction. Our drill business 
to industry is in very small or- 
ders and a nation-wide study of 
how drills are sold by the large 
majority of distributors would 
be a surprise and shock to all. 
Cooperation in pattern of sale 
studies is a “must” for distribu- 
tors in selling their story to 
suppliers. 

Miles Stray is the originator 
of a ratio that can be used to 
advantage by all. For a given 
line of supplies, he determines 
the total of the margins of all 
the sales and divides by the to- 
tal average inventory. This 
shows the relation between the 
gross earnings from the line and 
the amount of money invested. 
Taken in connection with a pat- 
tern of sale study, these ratios 
indicate roughly but very clear- 
ly, the relative profits obtained. 
Once we know which lines are 
profitable and apportion our 
sales effort according to the prof- 
it possibilities, we are going to 
help ourselves materially. And 
our suppliers will soon know 
what margin is adequate and 
necessary. 

But maybe first we should 
have talked about maintaining 
our margin. Take the recent 
fiasco of the V-belts, where price 
cutting ran rampant with the 
result that large areas in the 
South and Central states saw 
distributors selling at their ab- 
solute cost. The cure for this 
situation was to get out a new 





B. S. BARKER 
Pye-Barker Supply Co. 
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price with a reduced margin for 
the distributor. How the sup- 
pliers thought that it would be 
possible to maintain the new 
margin when all of the former 
margin had been wiped out, de- 
fies imagination. Do they think 
that the effort in policing their 
resale schedule varies directly 
as the margin? 

And then we always have the 
chiselers of the uniform 2 pct 
cash discount that the National 
Association has promoted with 
so much enthusiasm and success. 
With a net profit for 1949 of 
1.76 pet on sales, it is apparent 
what a reduction from 2 to 1 
pct will do to the profit of a line. 
Our type of business requires 
that we give our customers a 
uniform cash discount for all 
lines handled and a reduction of 
cash discount by an individual 
supplier is highway robbery on 
this basis. 

The prize example was in mid- 
1948, based on 1947 operations. 
Our supplier had a sales increase 
of 22 pct, paid an increase in 
dividends of 58 pct, and had an 
increase in his net profit of 38 
pet. The suppliers’ annual re- 
port had a notation that this re- 
duction from 2 to 1 pet was in 
line with a general trend. The 
fact was determined by your Re- 
search & Planning Committee 
that 86 pct of the members of 
the American Supply & Machin- 
ery Manufacturers Association 
are offering 2 pet cash discount. 

Maybe before we mentioned 
margin, we should have consid- 
ered what we can do to cut our 
costs of handling a line. I wish 
only to comment on the impor- 

(Continued on page 96) 
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President's Address 





GEORGE G. WEAKS 


uninc the past year 
we have experienced a com- 
plete change in our economy. 
Domestic as well as_ interna- 
tional affairs have been un- 
stable and, to avoid any dull 
moments, Washington has kept 
us guessing. It has been on the 
whole a_ period of unsettled 
prices with lower net profits for 
most businesses, although in re- 
cent months there has been a 
noticeable and rather encourag- 
ing upswing. That these condi- 
tions have been partly the cause 
of our own slightly smaller at- 
tendance at this triple meeting 
is quite evident, if not in my 
personal opinion entirely logical. 
The point that should be empha- 
sized is that our association can 
be of greater value to us now 
than in less difficult times. 

Our prime efforts during the 
past 12 months have been di- 
rected toward some fundamental 
things which have to do with the 
very real problem of sustaining 
a satisfectory net profit, despite 
higher operating costs and lower 
volume with which most of us 
are faced. 

Since we are not in the posi- 
tion of retail merchants in that 
we can seldom draw and retain 
new or. additional business 
quickly by such ideas as adver- 
tised sales, we must largely 
achieve the desired results by 
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MAITAINING that industrial supply distribu- 

tors must employ “all practical means of re- 
ducing our overhead without impairing service to 
our customers,’ Mr. Weaks says that distributors 
must serve their customers even better than before 
with an “aggressive selling job for the manufac- 
turer’ and by demonstrating to the industrial 
buyer what the distributors’ services really are 
worth. Although it is necesary to avoid any form 
of collusion he urges upon manufacturers the 
wisdom of considering the distributors’ need for 

adequate margins. 


GEORGE G. WEAKS 
Weaks Supply Co., Ltd., 
Monroe, La. 

Retiring President 
Southern Supply & Machinery 
Distributors’ Assn. 


other sales methods and by em- 
ploying all practical means of 
reducing our overhead without 
impairing service to our custom- 
ers. In fact, we’ve got to serve 
them better if we expect our 
share of the orders, both those 
that are regularly placed with a 
distributor and those that are 
not, but which we can handle 
economically and obtain, only if 
we are able to do an aggressive 
selling job for the manufacturer 
and to demonstrate what our 
service is worth to the industrial 
buyer. 


Media Considered 


Your Executive Committee has 
seriously considered several 
media for advertising the south- 
ern distributor, but the idea was 
shelved because there appeared 
no practical combined channel 
within our means that would 
have the popular support of our 
members. Too, it was recognized 
that this might be construed as 
an effort to usurp the privilege 
of the individual firm, although 
promotional advertising by in- 
dustry groups is not uncommon 


today, and the matter deserves 
further study. 

I still believe that we can re- 
spectfully remind our manufac- 
turers that the existence of 
price cutting does not excuse in- 
adequate margins, as we all han- 
dle a lot of business on which 
price is not involved. Let me 
add “thank God” for that, with 
no irreverence whatsoever in- 
tended. I do not infer that we 
want to overcharge our custom- 
ers, but permit me to repeat 
that in this industry we render 
a lot of retail service at very 
wholesale prices. A glance at 
our individual profit records will 
indicate the significance of these 
comments. 

Since better profit is only part 
of the answer, we feel that ac- 
tivities pertaining to increased 
efficiency are very urgent and, 
while I need not enumerate their 
accomplishments that are al- 
ready known, I want to pay real 
tribute to the Industry Commit- 
tee and subcommittees for their 
continued work with manufac- 
turers on improved packaging, 
labeling, simplified pricing and 
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other matters of mutual inter- 
est. I think you know that our 
own Ben Barker has, as chair- 
man, directed this work, despite, 
| might add, his illness during 
part of the year. 

Another field, is what I will 
call the job in the “grass roots” 
of our association—local and 
area meetings. It is important 
that the approach to these not 
be one of collusion or price fix- 
ing, which is usually just as im- 
practical as it is illegal, but one 
of mutual goodwill and fellow- 
ship among people in like busi- 
nesses. In places where they ex- 
ist, you just naturally find bet- 
ter business conditions and, 
equally important, happier cus- 
tomers. 

The continuation and growth 
of our Biloxi meeting and Indus- 
trial Distribution Forum has 
been most encouraging and has 
resulted from your interest and 
support. The evident popularity 
of that occasion, with distribu- 
tors and manufacturers alike, is, 
we believe, at least partly due 
to the fact that there is a nice 
blend or balance of work with 
pleasure, with neither being 
neglected. 


The 1951 Meeting 


Although the event is a year 
away, I trust I will be forgiven 
if I urge your enthusiastic sup- 
port of our West Coast meeting 
in 1951 and explain that a ma- 
jor share of the credit for the 
finally unanimous decision to go 
there, instead of returning to 
Atlantic City, should go to your 
vice president, Joe Pitts, who 
very capably expressed at an 
executive meeting of the three 
associations what we think was 
a majority opinion of the South- 
ern association, and that of a 
great many members of both 
the other groups. 

The splendid cooperation of 
your other officers and the exec- 
utive committee has been a ma- 
jor factor in any progress which 
our association has enjoyed dur- 
ing the past year. Each was 
magnanimous in his support and 
accepted every responsibility 
willingly and earnestly. Ben 
Barker, Mac England, Cy Per- 
kins, and Walker Wellford each 
gave unstintingly of his time 
and efforts. For me to praise the 
contributions of Dick Alcott and 
Ted Kenny would be gilding the 
lily, but their seasoned counsel, 
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along with that of your other 
past presidents on the Advisory 
Board, has been of immeasur- 
able value to me. 

The cooperation we have re- 
ceived from the National and 


American Associations, their 
presidents, secretaries and other 
officers has been most gratifying 
and all that could be desired. 
These cordial and harmonious 
relationships have not only con- 
tributed to our progress but 
they have added greatly to the 
pleasures of this office, and I 
would like to respectfully pro- 
pose a suitable resolution to each 
expressing our appreciation. 


Flexible Activities 


It has been very evident that 
our activities must be flexible to 
meet changing conditions. While 
much of our program is, and 
should be, long range to obtain 
maximum results, I do not pre- 
sume to recommend in detail to 
my successor matters which I 
am confident will be considered 
and given t’orough attention by 
appropriate comm ‘ttees. 

It has always proved impos- 
sible for a membership commit- 
tee of whatever size to do the 
entire job of securing desirable 
new members and, frankly, that 
responsibility lies with each of 
you in every state, county and 
city. One of the things that im- 
pressed me in traveling through 
the South, from Virginia to 
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‘lexas, is the number of sizable 
communities in which we do not 
have a single member. Now, it 
is obviously impractical for any- 
one except a nearby member to 
make any sort of intelligent sur- 
vey, or suggest to the associa- 
tion, firms in his vicinity that 
appear eligible and desirable. I 
surely do not propose a member- 
ship drive, or the slightest low- 
ering of our high = selective 
standards, but simply that each 
of you assume an active personal 
interest in furnishing our secre- 
tary a confidential memorandum 
as to any new members, one or 
more, whom you could propose 
in your state or area. The more 
good substantial members we 
have, the stronger will be our 
association—and the more of 
your legitimate competitors who 
belong, the greater value it will 
be to you. I earnestly believe 
that this individual approach to 
the problem could have surpris- 
ingly favorable results. 


Worthy Challenge 


There is a worthy challenge to 
our industry to keep pace with 
the growth of the South, in 
whose industrial, economic, so- 
cial and political development we 
have so much at stake. The ac- 
tivities of our association, rep- 
resenting the business in which 
we earn our livelihood, are cer- 
tainly a useful adjunct to civic 
and cther affairs. 
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Report of the 


Joint Industry Committee 


DELIV ERED by Mr. Barker at the annual session 

of the Southern Association Tuesday and by 
Mr. Ruddell, the same day, before the annual 
meeting of the National Association, this report 
outlines the purposes of the committee, and some 
of its activities. Urges more manufacturers to: 
provide suggested resale prices where practical; 
adopt decimal packaging; and to improve packag- 
ing in other manners. Suggests more work on the 
part of industry groups in preparation of product 

knowledge bulletins. 


Homan memory is 
sometimes short and in report- 
ing to you today, I believe I 
should first clarify the purposes 
for which Joint Industry Com- 
mittees were appointed. 

As all of us are fully aware, 
our operating costs have in- 
creased appreciably. To a sub- 
stantial degree this increase is 
due to the continuance of un- 
economic practices that have 
prevailed without modification 
for many years. These prac- 
tices needlessly complicate and 
impede our operations, they re- 
quire unnecessary — repetitive 
work, they expand to an unwar- 
ranted degree our payrolls which 
now constitute a disproportion- 
ately large part of our expense, 
and they also retard the intro- 
duction of efficient time and la- 
bor saving methods which are 
just as urgently needed to lower 
distribution costs as are labor 
saving devices in our manufac- 
turing industries. 

Replacement of many of these 
time consuming practices with 
more modern procedures. re- 
quires the assistance of our 
manufacturing friends. This is 
true because we as distributors 
follow the policies originally set 
up by our suppliers and are re- 


72 


quired to distribute their prod- 
ucts as we receive them from the 
factory. 

Joint Industry Committees 
were, therefore, appointed to 
bring to the attention of manu- 
facturers the fact that we need 
their assistance as well as rec- 
ognition of the fact that adjust- 
ments which help us will at the 
same time produce benefits that 
are advantageous to manufac- 
turers. 

These Joint Industry Commit- 
tees consist of representatives 
of both the Southern and Na- 
tional Associations. This in it- 
self is indicative of the fact that 
the problems with which we are 
concerned are of national char- 
acter and scope and of interest 
to distributors in every section 
of the country. Individual com- 
mittees consist of four to six 
members and their work is un- 
der the general supervision of 
B. S. Barker, as general chair- 
man and J. H. Ruddell as vice 
chairman. 


Three Suggestions 


Three preliminary  sugges- 
tions have been presented to the 
manufacturers to help us check 
advancing costs. These are—1l. 
Simplification of current dis- 
count schedules. 2. Adoption of 


Presented by B. S. BARKER 


Pye-Barker Supply Co., 
Atlanta, Ga. 
Chairman of the Committee 


and 


J. H. RUDDELL 


Central Rubber & Supply Co., 
Indianapolis, Ind. 


Vice Chairman of the Committee 


decimal packaging, and 3. Im- 
provement of packaging and 
labeling. 

Since the announcement of 
our program, there has_ been 
some effort on the part of indi- 
viduals to encourage the adop- 
tion of net pricing universally 
throughout the industry. They 
believe everything should be 
bought and sold on a net price 
basis. 

To avoid confusion, it should 
be explained that this goes 
somewhat beyond the program 
originally proposed by the Re- 
search and Planning Committee 
of the National Association and 
subsequently approved by the 
governing boards of both dis- 
tributor organizations. 

The original proposal specifies 
that manufacturers should be 
encouraged to provide suggested 
net resale schedules wherever 
practical. The Committee did 
not advocate the abandonment 
of lists and discounts but simply 
requested that manufacturers 
supply net resale prices and 
show that they are calculated 
on the stated or current list and 
discount. 

This recommendation is in- 
tended to save the time of em- 
ployees now consumed on end- 
less repetitive calculations and 
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REMINGTON ADVERTISING... 


... dramatic, hard-selling advertising in the magazines 
shooters read—much of it in full color. The current 
Remington advertising program is one of the biggest 
in the sporting- goods field . . . advertisements are 
appearing regularly in 29 leading magazines. 








By adding your local prestige to this tremendous 
advertising support, you have a combination that is 
hard to beat. Let the people in your community know 
that you are a Remington dealer by advertising locally 

. and prominently displaying Remington guns and 
ammunition in your window and on your counter. Use 
the wide variety of point-of-sale material and ready- 
made advertisements now available. 

Write today for our brochure showing a complete 
list of sales helps now ready for immediate shipment. 
Remington Arms Company, Inc., Bridgeport 2, Conn. 
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paper work and thus emect a 
saving in payroll costs. Sim- 
ilarly, the adoption of decimal 
packaging and packaging meth- 
ods that conform to current buy- 
ing practices were advanced be- 
cause of the opportunities for 
additional savings in handling, 
storing, shipping, broken pack- 
age costs and other items of ex- 
pense. 

To bring our overall problems 
to the attention of our suppliers, 
we have forwarded during the 
past year three general mail- 
ings to all members of the Amer- 
ican Supply & Machinery Manu- 
facturers’ Association. 

One letter listed these eight 
committees for the manufactur- 
ers, with an invitation to them 
to contact the committee cover- 
ing the class of product that 
they made. 

A second letter outlned our 
desires for simplified pricing, 
decimal packaging and improved 
packaging and labeling, and en- 
closed a copy of the article en- 
titled “Opportunities to Help 
Distributors Pare Costs” by T. 
H. Clynes of Squier, Schilling 
& Skiff, Inc., which appeared in 
an issue of a business publica- 
tion. 

A third letter enclosed an eas- 
ily read cartoon _ illustrated 
folder entitled “Help Us Knock 
Off Some of These Top Dollars 
and Reduce Distribution Costs.” 
You will probably remember re- 
ceiving these folders, and many 
of you helped us by an additional 
distribution of them to your 
sources of supply. 

The interest and expressions 
of desire to cooperate received 
from manufacturers in response 
to these three letters was very 
gratifying and it can be report- 
ed that many manufacturers 
have taken steps in the direction 
of complying with our requests. 

We spent considerable time in 
trying to compile a list of the 
manufacturers who had made 
changes in accordance with our 
requests and we prepared a siz- 
able list but decided against pub- 
licizing it at this time lest it be 
incomplete and we unwittingly 
offended someone by omitting 
his name. 

To develop such a list, The 
American Supply & Machinery 
Manufacturers’ Association has 
been requested to send a ques- 
tionnaire to its entire mem- 
bership and we hope to be able 
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to compile a properly verified 
list in this manner to which fa- 
vorable publicity can be given. 
This, we believe, will both build 
goodwill with the manufacturers 
who have already helped us and 
will encourage additional manu- 
facturers to get on the band- 
wagon. 

The members of all of the 
eight individual committees 
have worked individually in pro- 
moting this program. An out- 
standing job was done by the 
Committee on Hack Saws and 
Band Saws headed by W. T. 
Marshall, Jr. As you know, we 
have gotten decimal packaging 
and decimal pricing on hack 
saws and this committee has also 
assisted the hack saw manufac- 
turers in learning the prefer- 
ence of distributors with ref- 
erence to a code designation to 
be used. 

The Valves and Fittings Com- 


mittee under Russ Duncan has 
succeeded in getting several 
manufacturers to offer pipe fit- 
tings up to 2-in. size in card- 
board packages. This is a tre- 
mendous improvement over han- 
dling them in bulk but the com- 
mittee is still working to get 
them in packages with quanti- 
ties according to the decimal 
system. Contact was made with 
the American Gas Association 
and it was found that they are 
vigorously working, as we are. 
for the better packaging of 
valves. 

In recent years distributors 
have added a large number of 
new employees. These and 
younger men coming up through 
our organizations require con- 
stant training and a_ better 
knowledge of the products we 
sell. Our committees have, there- 
fore, suggested to various in- 

(Continued on page 92) 





OFFICERS of the 
AMERICAN SUPPLY & MACHINERY 
MANUFACTURERS' ASSOCIATION 


Installed May 23, 1950, at Atlantic City, N. J. 


President 
*F. T. Stone, Columbus McKinnon Chain Corp. 


Vice-presidents 


R. M. Johnson, Norton Co. 


*J. A. Proven, Porter-Cable Machine Co. 
Treasurer 
C. F. Conner, B. F. Goodrich Co. 
General Manager 
R. Kennedy Hanson, Pittsburgh, Pa. 


Executive Committee 
*Dan C. Swander, Columbian Vise & Mfg. Co. 
*T. D. Vandervoort, Clemson Bros. 
*William J. Greene, L. S. Starrett Co. 
*J. Robert Kelley, Manning, Maxwell & Moore, Inc. 


L. B. Stoner, Jacobs Mfg. Co. 


Robert Wier, Jr., Osborn Mfg. Co. 
Advisory Board 


Farnham Yardley, Jenkins Bros. 


Irving W. Lemaux, Indianapolis Brush & Broom Mfg. Co. 
John C. Ruf, The Ohio Injector Co. 

D. S. Brisbin, Columbus McKinnon Chain Corp. 

H. F. Seymour, The Columbian Vise & Mfg. Co. 

H. K. Clark, The Carborundum Co. 

R. G. Thompson, The Lufkin Rule Co. 

H. P. Ladds, The National Screw & Mfg. Co. 

L. M. Knouse, Stanley Elec. Tool Div., The Stanley Works 
George H. Halpin, Minnesota Mining & Mfg. Co. 
Roger Tewksbury, The Oster Mfg. Co. 

W. A. Purtel!l, Holo-Krome Screw Corp. 

D. W. Northup, The Henry G. Thompson & Son Co. 

A. A. Murfey, The Carborundum Co. 

F. J. Tone, Jr., The Carborundum Co. 

Robert D. Black, The Black & Decker Co. 

Theodore F. Smith, Oliver Iron & Steel Corp. 

Walter H. Gebhart, Henry Disston & Sons, Inc. 

J. G. Geddes, H. K. Porter, Inc. 

K. R. Beardslee, Carboloy, Inc. 


*Newly elected. 
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The Round trademark will boost your sales! 












Complete line... 
Recognized top quality... 


Strong sales support 


The ROUND trademark means more chain 
volume for YOU ... more customers, steady 
repeat business, greater customer satisfaction 
and higher profits. 

You profit because your customers can meet 
all their chain needs from one single source — 
you! ROUND makes chain of every type .. . 
Proof Coil, Brass Safety, Double Jack...a 
hundred other kinds from small links used in 
precision instruments to massive anchor chain. 

ROUND has stood for top quality in chain 
since 1869. Your customers know and trust the 






The Reel Salesman 
turns the sales spot- 
lightonchain. Itholds 
4 reels (or their equiv- 
alent in % or 3 reels) 
of popular small sizes 
of welded and weld- 
less chains. 





























ROUND name. 
Six large plants with warehouses in principal Proof Coil or BBB Coil 

cities guarantee that your requirements will be 

filled promptly and efficiently. SSS 55 
Continuous ROUND trade and national ad- 

vertising, modern packaging, a full assortment Liberty Coil—Twist Link 


of selling aids—plus planned sales promotion 
help you get more orders, faster —. SS 


Cash in on these ROUND sales advantages: Liberty Coil—Straight Link 


Sales Support. They’re real profit boosters! 4-283: 
Liberty Machine—Twist Link 















Buckeye or Brown Pattern 


3 VELAND [HAIN 








Lhe Cleveland Chain & Yilz Co. 
Cleveland 5, Ohio 


ROUND Associate Chain Companies 


The Bridgeport Chain & Mfg. Co., Bridgeport, 
Conn. ¢ The Cleveland Chain & Mfg. Co., 
Cleveland, Ohio « Round California Chain 
Co., So. San Francisco and Los Angeles, Cal. « 
The Round Chain & Mfg. Co., Chicago, Ill. « 


Kegettes are ideal for store display... boost sales... are 

easy to stock. Each contains one of following quantities of Seattle Chain & Mfg. Co., Seattle, Wash. * The 
Proof Coil or BBB Coil Chain (self colored or hot galva- Southern Chain & Mfg. Co., Birmingham, Ala. 
nized): 250 b. %”; 150 ft., %"; 100 ft., %e"3 75 ft., %”". e Woodhouse Chain Works, Trenton, N. J. 
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How to Get the Most Out of 
Your Association 





LLOYD B. MIZE 


Orn April 15 and 16, 


1902, in the Argyle Hotel, 
Charleston, S. C., pioneer mill 
supply distributors assembled. 
Thus was born the Southern 
Supply and Machinery Dealers 
Association: subsequently 
changed to Southern Supply 
and Machinery Distributors’ 
Association. 

C. B. Jenkins of the Cameron 
& Barkley Co., Charleston, S. C., 
was the first president. Peter 
E. Blon, the Southern Brass & 
Iron Co., Knoxville, Tenn., was 
the second president. The third 
president Mr. John A. Chris- 
topher of the J. G. Christopher 
Co., Jacksonville, Fla. 

The first secretary-treasurer 
was C. B. Carter of Knoxville, 
Tenn., who served in that ca- 
pacity until Alvin Smith was 
elected on March 15, 1906. As 
most of you know, Mr. Smith 
has a memorable record of 35 
years of service, and resigned 
in 1941 to be succeeded by our 
present secretary-treasurer, E. 
L. Pugh. 

C. B. Jenkins opened the or- 
ganization meeting with an ad- 
dress entitled “Why We Organ- 
ize.” Among other things, he 
said in part—and I quote from 
the record: 
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AST President Mize urges members to cooperate 
with the Southern Association by giving data 
on overhead and monthly sales. Tracing the growth 
of the industrial supply industry in the south, in 
the past 48 years, he points out that the group 
comprises 180 members, collectively; having in- 
vestments of $100 million; making sales of about 
$350 million and employing 10,000 people includ- 
ing 2,500 salesmen. 


By LLOYD B. MIZE 
President, 


Industrial Supply Corp., 
Richmond, Va. 


“We are here to endeavor to 
organize an association that 
will be permanent in its char- 
acter, and for promoting and 
working on lines that must, and 
will, prove beneficial in its re- 
sults. To be a little more defi- 
nite, I fancy there is not a man 
so narrow in, this meeting who 
will not admit the fact of the 
good results to be obtained 
from a closer and more friendly 
communion with his competi- 
tors in different parts of the 
country. As for myself, there 
has been no part of my busi- 
ness experience that has given 
me greater pleasure than the 
exchange of ideas and the dis- 
cussions with my competitors 
on the various problems that 
confront us from day to day. 
I have always come home from 
a trip of this kind feeling that 
I was wiser than before I left, 
and that I had gained informa- 
tion that money could not pur- 
chase. This fact alone should 
convince all of us of the im- 
portance of an _ organization 


such as we contemplate. An- 
other reason that occurs to me, 
is the social and friendly side 
of these meetings. Take the fol- 
lowing for example: We are 
frequently competing with each 
other, and very often with a 
competitor that we know only 
by reputation, and that not a 
very good one: we will assume 
that he is the successful bid- 
der, and secures the business, 
after we have spent consider- 
able time and money in endeav- 
oring to obtain same: we, of 
course, feel very sore over our 
defeat, and we feel like abus- 
ing some one, and our poor com- 
petitor is usually the scape- 
goat—a great many of us feel 
that possibly some measure has 
been adopted and we say and 
think a good many things that 
are not taught in Sunday- 
schools: the next time, if the 
tables are turned and we are 
the lucky ones, our friends, 
(the enemy) will have the same 
very unkind thoughts about us. 
The reason in my mind for this 
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So you won't break, eh? Then stretch it some more! 
Stretch — stretch — s-t-r-e-t-c-h- goes the section of 
8” Columbian Manila — as the relentless Rhiell Test- 
ing Machine puts it through a strain equal to a 
50,000 pound pull. Yet terrible as this strain is, 
Columbian Rope proves it can stand even more 
without breaking. That's the kind of tensile strength 
testing Columbian Rope must endure before we call 
it strong. 


Equally emphatic quality control assures you of other 
Columbian features — IT'S MORE FLEXIBLE, easier 
to handle — IT’S PLIABLE WHEN WET — IT'S ROT 
PROOFED, non-kinking, too. IT'S MADE-TO LAST 
LONGER. 

You can count on these features when you specify 
Columbian. Every foot is guaranteed for quality, 
strength, durability, service. 


COLUMBIAN ROPE COMPANY 
400-70 Genesee St., Auburn “The Cordage City”, New York 


TAPE 


MARKED 
PURE MANILA ROPE 
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bad feeling existing between 
competitors, who have no ac- 
quaintance with each other, is 
that we are thrown more to- 
gether—and when circum- 
stances bring us together, in 
the majority of instances we 
find that our competitor is not 
such a bad fellow after all, and 
he probably thinks the same 
way about us—and in the fu- 
ture, when we run across each 
other in competition, we accept 
our defeat with an entirely dif- 
ferent feeling. 

“I am probably speaking to 
some of the most representative 
and most successful men _ in 
their respective lines in the 
South, and the question occurs 
to me, why are they so success- 
ful and has their success been 
easily attained? I can echo 
the sentiments of this audience 
when I say that the degree of 
their success has only been in 
proportion to their labors, for 
I know of no business that is 
more trying, harassing and 
wearing out than the supply 
business: all energetic and suc- 
cessful supply dealers admit 
this—and this being a fact, 
why not meet yearly and dis- 
cuss our difficulties and give 
our experiences, and thereby 
lighten our burdens: and _ in- 
stead of business being a mo- 
notonous, hum-drum existence, 
there is no reason why it can- 
not be a delight, and as the 
years roll by a feeling will 
grow up between us and a last- 
ing friendship that will bring 
us in closer touch and cement 
and bind us together so that we 
will all look forward to these 
meetings with pleasure, and a 
memory of them will always be 
cherished with the keenest en- 
joyment. 

“We are living in an age of 
the greatest industrial develop- 
ment the world has even known, 
and each year is a record break- 
er; with all this development, 
master minds are at work to 
bring these varied interests 
into harmony, and we see each 
day combinations of business 
in kindred lines being organ- 
ized for mutual protection and 
put under one management: 
what does all of this mean? The 
answer is clear to all of you: 
to diminish ruinous competi- 
tion. To eliminate all useless 
expense, and to have a more 
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perfect organization of their 
business interests. These or- 
ganizations are largely known 
as trusts—but I am not here to 
discuss the trust question, as 
that would be a topic alone. In 
view of all of these gigantic 


combinations, it seems that this 
is an opportune time for us to 
get together and discuss the 
position we occupy as custom- 
ers of these various combina- 
tions and the treatment that we 
should receive at their hands. 





OFFICERS of the 
NATIONAL MACHINERY AND SUPPLY 
DISTRIBUTORS’ ASSOCIATION 
Elected May 23, 1950, Atlantic City, N. J. 


President 


*J. H. Ruddell, The Central Rubber & Supply Co. 


Vice Presidents 
Areas 1 & 2 
**Harold E. Torell, Syracuse Supply Co. 


Areas 3 & 4 
*T. Gordon Vaughan, The W. M. Pattison Supply Co. 


Areas 5& 6 
**W. A. Haseltine, J. E. Haseltine & Co. 


Executive Secretary 
**Henry R. Rinehart 


Assistant Secretary 
*Robert C. Fernley 


Pas* Presidents 
F. Marsena Butts, Butts & Ordway Co. 
E. H. McLaughlin, Union Hardware & Metal Co. 
Ray C. Neal, R. C. Neal Co., Inc. 


The three immediate past presidents, newly elected president 
and vice presidents comprise the Board of Governors 


. Executive Committee Representatives 
Area 1 

**H. D. Holden, Silliter-Holden, Inc. 
Area 2 

**R. H. Barr, Reilly, Bros. & Raub, Inc. 
Area 3 

*W. W. Radcliffe, The E. A. Kinsey Co. 
Area 4 

**William C. Teare, Sterling Products Co., Inc. 

Area § 


**J_D. Nicholson, The Mine & Smelter Supply Co. 


Area 6 
**A. W. Lohn, Ducommun Metals & Supply Co. 


Advisory Board 
B. H. Ackles, The Rayl Co. 
H. H. Kuhn, The Hardware & Supply Co. 

H. E. Ruhf, The Cleveland Tool & Supply Co. 
William T. Todd, Jr., Somers, Fitler & Todd Co. 
John T. Potts, The Galigher Co. 

P. Ridings, Syracuse Supply Co. 

R. C. Duncan, R. C. Duncan Co. 

W. T. Ryan, Cutter, Wood & Sanderson Co. 
C. E. Curtis, The Western Iron Stores Co. 

A. R. Smith, The Boyer-Campbell Co. 

H. V. Waterman, Hendrie & Bolthoff Co. 

A. J. Glesener, The A. J. Glesener Co. 
Charles E. Allinger, The Charles A. Strelinger Co. 
William M. Patterson, Frick & Lindsay Co. 
Eugene F. McCarthy, Beals, McCarthy & Rogers, Inc. 


*Newly elected. 
**Reelected. 
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Your BIG profit-making opportunity! 


we offer PLASTISCREE 


at amazing, low price / 


ALL OUR STOCK WILL BE SOLD 
DIRECT TO DEALERS. ORDER NOW! 














HURRY! 
MAIL THIS } 


We quote from our Standard Stock Catalog, show- 
ing high quality of PlastiScreen: 


INSECT SCREENING 
York Antique 


Made from heavy .015 gauge filament — Dow Chemical 


PLASTIC 


Company’s Saran. This weight is our proven minimum for 
maintaining the quality standards of the New York Wire 
Cloth Company. 


This lustrous Plastic product is resilient and lies flat when 
unrolled. 


Each roll is packed in a heavy fiber shipping carton. 


STANDARD STOCK 
18” x 14” mesh 


100 lineal foot rolls and widths in even inches: 30,32,36”. 


Approximate weight per 100 square feet: 5‘ Ibs. 
SAMPLE ON REQUEST 





_ 




















NOW 


3,50 


per Telemt: ft. a 


LESS THAN 


MANUFACTURING 
cost! 


Yes! This is it—a real “chance of a lifetime” opportunity 


for hardware dealers! 


You can now buy PLASTISCREEN direct from us at 
the unbelievably low cost of $3.50 per 100 sq. ft—way 
below manufacturing cost! It’s the same high-quality 
PLASTISCREEN that has been retailing for several 


times this price! 


The New York Wire Cloth Company, leading manufac- 
turer of wire screening and originator of Plastic Insect 


Screening makes this offer available direct to dealers. 


To profit on this opportunity, you should act immedi- 
ately—our supply is limited!'And there won’t be any 
more when this supply is gone. We're discontinuing the 


manufacture of this product. 


Fill out the coupon below and mail it to us now—today! 


fF BS RSP E SESE SERS SESS 
NEW YORK WIRE CLOTH COMPANY, Dept. HA-6 


445 Park Avenue, New York 22, N. Y. 











| 
| 
| 
CO UPON Please send me the following order of Pome l 
PlastiScreen: ei — 
TODAY! ROLL WIDTH QUANTITY | 
oe Address - 
OR 20" — | 
TELEPHONE £ 36" . es 7 
Send no money! Your order will be shipped 
DIRECT! 7 €.0.D. On orders of 10 rolls or more, freight State | 
will be prepaid. - a ine 
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We are forced to confront new 
conditions almost daily, and by 
the interchange of ideas we 
can gain a great deal of good 
that will be valuable to us in 
the future. If we have griev- 
ances we can certainly gain 
their hearing and attention as 
an organized body, whereas, as 
an individual firm or corpora- 
tion our requests would have 
but little weight. 

“T believe that I am correct 
in the statement, when I say 
that probably no commercial in- 
terest has reflected more the 
development of the South as 
the supply business, and it has 
probably grown with greater 
rapidity than any other branch 
of commerce; this being the 
case, this avenue of trade 
should be fostered with the 
greatest care, and those who 
have a common interest should 
be wide awake to same, and see 
that no stone is left unturned, 
to keep this branch of business 
in the front ranks of progress. 
I have been asked the ques- 
tion if it was our intention to 
come to an agreement or com- 
bination, for the regulation of 
prices. I say emphatically—no; 
each of us will have to deal 
with matters of this kind as 
they come to us, as I do not 
consider it practical for a 
scheme of this kind to be car- 
ried through. The good that 
will result by these meetings, 
as far as prices are concerned, 
will be by having a more inti- 
mate knowledge of our com- 
petitors and their methods. 


AMERICAN 
TREASURER 





CHESTER F. CONNER 
B. F. Goodrich Co. 
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RALPH M. JOHNSON 
Norton Co. 


“And the ruinous competition 
that now exists can be gradu- 
ally mitigated and ultimately 
good results in that direction 
follow.” 


That gentlemen, was the 


AMERICAN 
GENERAL 
MANAGER 





R. KENNEDY HANSON 


foundation on which this asso- 
ciation was established. 

From that humble beginning 
our association has kept pace 
with the continued growth of 
the South. Today we _ have 
about 180 members with invest- 
ments totaling nearly $100 mil- 
lion and sales of perhaps $350 
million annually. We employ 
over 10,000 persons including 
2500 salesmen. 

We have come a long way in 
48 years, but our responsibili- 
ties to this association, and the 


AMERICAN 
ASSOCIATION 
VICE- 
PRESIDENTS 


O 





J. A. PROVEN 
Porter-Cable Machine Co. 


benefits it offers are far great- 
er than they were in 1902. Are 
we getting the most from it? 
You as_ individual members 
must answer that, but we can 
get more, only if we give more, 
not in money but in time and 
talent and interest. 

We here today are justly 
proud of this association, but 
we can get more from it by 
taking a little greater interest 
and participating more fully 
in the splendid program which 
our officers have developed. 

What can you do? Well— 
here are just a few sugges- 
tions— 

Our “Monthly Sales Reports” 
are tremendously interesting 
and helpful. I watch for them 
eagerly each month. But only 
about half our members par- 
ticipate, yet it’s a simple thing 
and takes only a few minutes’ 
time each month. In which half 
of the membership do you be- 
long? 

Did you participate in the 
“Overhead Expense’ Report” 
last year? To my thinking, it’s 
the most important project we 
have, yet only one-fourth of us 
cooperated. Soon you will be 
getting the new forms from the 
secretary for 1949. Won’t you 
help us get more from our as- 
sociation by joining your fellow 
members in this important proj- 
ect. Certainly more than one- 
fourth of us will do so this 
year. 

Do you cooperate by answer- 
ing questionnaires sent you by 
our hard working industry com- 
mittees? Or do you consign 
them to the waste basket and 

(Continued on page 92) 
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Mistmaker 4383 








Feswinl OR A REFUND op 






Mop 
Guaranteed by @ 
Good Housekeeping 









Good Housekeeping has placed its Seal of 
Shortening Measure #516 


Approval on these and other Federal Practical 


Housewares ...To you this seal means more 


customer acceptance... more Point of Sale 
appeal... more sales. Federal offers you more i : 
and more sales promotion in housewares. | ip ie iy 
N 
HH 
Federal offers you these ‘Extra Salesmen”’ absolutely free. 
Toaster Cover #486 


Are you making use of their ‘Point of Sale Purchase” power? 


@ Good Housekeeping Seal of Approval TT 
@ Window and Floor Displays 
@ Counter Product Displays Sunmaster, Jr. Clothesline #861 


@ Self Selling Individual Collar Displays 


Today! See the Federal Practical Housewares line... Con- 
tact your jobber. . . Federal’s factory representative or Write 


direct for illustrated catalog sheets and price list. 





Representatives in New York, Denver, Emmitsburg, Md., St. Louis, Memphis, 
Seattle, Louisville, Pittsburgh, Detroit, Atlanta, Minneapolis, Dallas, Kansas 
City, Los Angeles . . . Listed under Federal Tool Corporation in your phone book. Peacock Tumblers #517 


FEDERAL TOOL CORP., 3600 W. PRATT BLVD., 
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Ralph J. Cordiner's 
Address 


(Continued from page 57) 


schedule on the factory, which 
means the responsibility for in- 
ventory, including completed 
products in the warehouse as 
well as the raw material, work 
in progress, and flow through 
the factory. 


Pricing for Profit 


Let us consider together the 
question of pricing, which I 
really termed “pricing for 
profit.”” Too many companies in 
this post-war period are still 
operating on a basis of cost- 
plus pricing. This is a situation 
that was quite general during 
the recent war, as the impact 
of the excess profit taxes and 
also government renegotiation 
forced a philosophy of this 
method of cost-plus_ pricing. 
Historically in industry, and 
particularly in the area of in- 
dustrial supply equipment, the 
intrinsic value or worth, and 
thus the price which the cus- 
tomer will pay, is often directly 
governed by the economy or 
saving which he can effect in 
his own operation through the 
use of your product or your 
services. 

There have been many vol- 
umes written on the subject of 
logical pricing, particularly at 
the retail level, but both before 
the war and in the post-war 
period time has proved that 
many of these contentions truly 
miss this doubtful, if any, com- 
bination of digits that force a 
spontaneous reaction from a 
buyer. Let me illustrate: 
Twenty years prior to the war 
the most popular two-slice auto- 
matic toaster was priced at $16 
and today, quite generally, the 
quality manufactured two-slice 
automatic toaster sells for 
$21.50. All of you would grant 
that neither one of these prices 
follow the teaching of those who 


Ee 


"No one can today predict the 
extent of the challenges which will 
confront American industry in the 
years ahead. But | have no doubt 
that if we maintain our market- 
ing organizations in a state of 
alertness and aggressiveness which 
is typically American, we can suc- 
cessfully cope with every chal- 
lenge.—Ralph J. Cordiner. 
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Stilliter-Holden, Inc. 





J. D. NICHOLSON 
The Mine & Smelter 





Manning, Maxwell & 
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COMM. 
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R. H. BARR 
Reilly Bros. & Raub 


NATIONAL EXECUTIVE COMM. REPRESENTATIVES 





W. C. TEARE A. W. LOHN 
Sterling Products Co., Inc. “a — & 
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AMERICAN 
EXECUTIVE 
COMMITTEE 
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ROBERT WIER, JR. 
Osborn Mfg. Co. 
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GOULDS 


ANNOUNCES 


A Complete New Line 
of Gasoline Driven 
WATER SYSTEMS 


1 H. P. Jet-O-Matic, Close-Coupled Your water Systems market is Cid Horizontal Automatic Oiling Pis- 
ton Type Shallow Well Unit. 





Engine-Driven Unit. 


broader than ever... richer than 
ever, now—with the Goulds line. 
Production of our new line of 
gasoline driven reciprocating and 
jet pumps means that you have 


the right pump for every prospect 





—whether he has electricity or not! 
Sno =— hk inataeells eee 
Goulds service-proven reputation , 
for building the finest pumps of 
every type. See your Goulds dis- 
tributor—or write us, now. It’s a 
profit opportunity you won’t want 


to miss. 


GOULDS PUMPS INC. e Seneca Falls, New York 


Portable Utility Pump — for any use Cid Automatic Oiling 6” and 9” Stroke 
anywhere. W orking Head, for Deep Well Service 





Zul, 
(Ss 2 
| WATER SYSTEMS | 


WATER SYSTEMS 


FOR EVERY FARM AND HOME NEED 
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profess the logical price of 
$14.95 before the war or $19.95 
presently. It is true that your 
Wives can buy toasters for un- 
der $5 retail, but the features, 
the style, the beauty, perform- 
ance, and the good name of the 
manufacturer and retailer in 
whom they have confidence oc- 
casions them to purchase at 
these price levels because in 
their opinion a combination of 
all these features warrants the 
price asked. 

Another fallacy that is com- 
mon in American business and 
too generally practiced by many 
marketing managers, is that if 
80 pet of the manufacturing fa- 
cilities are being utilized with 
a regular product line and then 
it is decided to enter a new or 


AMERICAN EXECUTIVE COMMITTEE 





DAN C. SWANDER 
The Columbian Vise & 


unrelated business, this new 
venture will be profitable at a 
very much lesser gross margin 
or gross profit before expenses 
than the already existing busi- 
ness. The assumption exists 
that the majority of the over- 
head has already been liqui- 
dated and thus this new venture 
is considered on the basis not of 
standard costs but so-called out- 
of-pocket overheads. 

It should be recognized that 
the location of a new product 
or device on the curve of cus- 
tomer acceptance must be ascer- 
tained to price for correct vol- 
ume projection or maximum 
profit position. Obviously, a new 
product bringing to industry a 
new service requires higher 
prices and longer margins to 
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T. D. VANERVOORT 
Mfg. Co. Clemson Bros., Inc. 


, NATIONAL PAST-PRESIDENTS 


RAY C. NEAL 
R. C. Neal Co. 


E. H. McLAUGHLIN 
Union Hdwe. & Metal Co. 





W. J. GREENE 
The L. S. Starrett Co. 





F. MARSENA BUTTS 
Butts & Ordway Co. 


offset the increased expense of 
introduction. At that point sales 
will be fewer, engineering ex- 
pense greater, and it usually 
follows that with the new prod- 
uct or device all too often the 
service expense is greater as 
well as the cost through all 
channels of distribution. Thus, 
it is important to have ample 
margins to assure sufficient 
profit or monies to provide these 
services. Equally, it follows thai 
a product or device that has 
been generally accepted results 
in a volume whereby prices can 
be reduced proportionately and 
still maintain a profit position. 

In a long established com- 
petitive business it is much 
sounder to set the price of your 
product in terms of intrinsic 
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ROBERT D. BLACK 


The Black & Decker 
Mfg. Co. 


F. J. TONE, JR. 
The Carborundum Co. 





THEODORE F. SMITH 
Oliver Iron & Steel 
Corp. 
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ROPE SALES 
with 













and self-disp 











ensing Carton! 





Here’s a merchandising idea that'll hike your rope sales to a new high. 


It’s new... a traffic-stopper ... it really sells rope! 


Only New Bedford Dealers will be selling PRE-MEASURED ROPE ... first real improvement 


in 50 years! It’s factory marked in red at ten-foot intervals... think what this means to you! 


@ It cuts measuring time in half and speeds up 
the sale. 

@ Satisfied customers know they’re getting just 
the length of rope they’re paying for... the 
cuality they ask for. 

@ Packaged in colorful octagonal, compact- 
self-dispensing carton which means: 

@ The rope feeds out smoothly—no bands to 
cut—no covers to remove. 

@ Opens only at the right end—no tangling or 
snarling. 

@ It takes up less room, is easy to stack from 
floor to ceiling. 

@ Sealed tight in transit—keeps dirt out, insures 

clean rope at all times. 





Name 
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@ No longer a cellar item—a traffic-stopper, 
especially when used with New Bedford’s 
special DISPLAY STAND. 

Ideal for island display, it features a handy rope 

cutter that speeds up sales. And it’s all backed 

by a MERCHANDISING PLAN designed to 
help you sell more rope! Newspaper mats, cata- 
logue sheets ... give-away literature, agents’ 
signs, plus the heaviest advertising campaign 

New Bedford has ever run. Send for New 

Bedford’s MERCHANDISING PORTFOLIO 

at once! Fill out and mail coupon for complete 

details. Remember, New Bedford backs you to 


the limit! 


ing how I can cash in 


Dispensing cartons. 


' 
' 
' 
' 
‘ 

' 

' 

‘ 

' 

‘ 

‘ 

' 

‘ 

' 

' 

' 

' 

‘ 

' 

‘ 

' 

' 

' 

‘ 

. 
<< ’ 
_————— . 
' 


*“eeeeee 





New Bedford, Mass. 








value, then direct all your sell- 
ing efforts to sell the product 
on its merits. Your selling is 
then backed up by the sincere 
belief that your product is 
priced right in terms of the 
standard of service offered the 
customer—priced right in terms 
or the quality of material, work- 
manship, and engineering you 
have put into it—and priced 
right in terms of a reasonable 
profit to you at a volume of busi- 
ness which you have earned the 
right to enjoy. 

A sound pricing formula, 
therefore, is a basic part of the 
whole marketing plan and must 
be taken into consideration at 
the same time we are giving our 
study to some of the other as- 
pects of marketing which we 
discussed earlier. A sound pric- 
ing formula enters the picture 
at the very beginning at the 
stage of market analysis. It re- 
mains in the picture at every 
stage through product planning, 
the introduction of a new prod- 
uct, and is of course an im- 
portant factor in determining 
the success or failure of our ef- 
forts to reap the maximum 
benefits from standardization 
and the development of mass 
markets. 


Will Increase 


On the broad economic front 
of pricing for profit, I wish to 
state that in my opinion prices 
generally in the foreseeable fu- 
ture will increase. All about 
you are indications of a gradual 
creeping inflationary trend: 
higher wages, either in cents 
per hour or, probably more par- 
ticularly, increased social bene- 
fits such as pensions, insurance 
and health programs: an un- 
balanced federal budget and 
thus deficit spending; and very 
high proportionate employment 
where approximately 93 pct of 
all the people in this country 
desiring to work are gainfulis 
employed. With years of pent-up 
demands due to the war not yet 
satisfied, it would appear that, 
short of a national or interna- 
tional calamity, these factors 
automatically point the way to 
higher prices. 

In the broad sphere of mar- 
keting I would like to talk as a 
customer and a large purchaser 
and user of industrial supplies 
to illustrate the practical ap- 
plication of these ideas which 
have been presented. Recently 
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H. K. CLARK 


Carborundum Co. 





D. S. BRISBIN 


Columbus McKinnon 


Chain Corp. 





HAROLD F. SEYMOUR 


The Columbian Vise & 
Mfg. Co. 
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BOARD 


A. A. MURFEY 





ROBERT G. THOMPSON 
The Lufkin Rule Co. 





The Carborundum Co. 
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H. P. LADDS 


The National Screw & 


Mfg. Co. 


L. M. KNOUSE 


Stanley Elec. Tool Div., 


The Stanley Works & Mfg. Co. 
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A Great Profit Line of Heaters 


TAY <font Sai7> 
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fz J 





MODEL 360 
60,000 BTU Input 


MODEL 322 
85,000 BTU Input 








MODEL 340 
40,000 BTU Input 


Ve Warm MORNING. Wem 


Assures Customer Acceptance Throughout the Nation! 


They‘re ready ... outstanding new GAS Heaters 
bearing a trade-honored name, WARM MORNING! 
It's a line that sets a new standard for beauty, per- 
formance, construction and value! 


WARM MORNING Gas Heaters have tremendous 
sales appeal! They‘re designed for Radiant, Circu- 
lating, and Forced Air Heat. They Burn All Types of 
gas—Natural, Manufactured or L-P. All have beauti- 
ful Porcelain Enameled Cabinets for lifetime beauty 
and wear. All have Large Radiant Glass Fronts. All 
have the amazing and exclusive Inclined Convector 
Tube in combustion chamber . . . a remarkable ad- 
vance in gas heater engineering. Yes, and a score 
or more of other advanced ideas that make them a 
GREAT PROFIT LINE ... all reasons why you'll sell 
a lot of WARM MORNING Gas Heaters and why 


.--Fhe Greatest Name in COAL Heaters 


and Still Leading in Sales! 
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your customers will be enthusiastically satisfied 
buyers! 

Supporting your sales efforts will be hc.rd-hit- 

ting advertising in National Magazines and 
Farm Journals that reach many millions of po- 
tential buyers . . . plus cooperative advertising 
. . . plus a grand assortment of advertising 
and selling aids. 
GET FULL DETAILS FROM YOUR WARM 
MORNING DISTRIBUTOR! Ask him about 
our attractive Spring discounts. Also send 
for our new, full-color Catalog showing 
these outstanding WARM MORNING Gas 
Heaters. 


Sead Coupon for Catalog / 











(TG-501) 


LOCKE STOVE COMPANY 
114 West 11th St., Kansas City 6, Mo. 


[] Please send me big new Catalog on WARM 
MORNING GAS Heaters. 


COAL Heaters. 


| 
| 
| 
| 
| 
| 
; [] Also send full information on WARM MORNING 
| 
| 
| 
| 
| 
. STATE__ 








The latest 


kitchen 


convenience... now 
in mass production 
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Moore-O -Matic 


POWDERED SOAP DISPENSER 


Every housewife awaits 


this solution to the 


problem of wasted soap powder . . . the 


spilling when an open 


box overturns ... 


the excessive, uncertain pouring through 


box top openings. 


Prevents waste and mess. Dispenser pulls 
forward, chute swings down and soap flows 
steadily at a moderate rate. When released, 





FREE 
DISPLAY STAND 


Supplied with initial 
order for 12 units. 


Dispensers are priced 
to retail at $1.95 for 
standard model (red 
knob and lid); $2.25 
for deluxe (chrome 
knob and lid).  Indi- 
vidually packaged, 12 to 
a carton. 


dispenser shuts off 
flow and returns to 
wall automatically. 


Beautiful stream- 
lined design har- 
monizes with even 
the most modern 
kitchens, Gleaming 
white baked en- 
omel finish, taste- 
fully trimmed in 
red or chrome. 





Write For Free Sample 
MOORE STAMPING CO. 


E. PEORIA 
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our purchasing department, 
along with other departments 
and divisions of the company, 
set itself a special goal of extra 
accomplishment as a tribute to 
President Wilson’s 50th anni- 
versary with the company. The 
goal was to attain 50 “golden 
spikes,” each spike representing 
a substantial accomplishment 
such as cost reduction, in- 
creased efficiency, higher qual- 
ity, or substitution of a less 
costly material without sacrific- 
ing quality. At the end of the 
program, the purchasing depart- 
ment reported on 54 golden 
spikes actually accomplished 
with resultant savings of more 
than one million dollars. 

Of course, the objectives of 
cost reduction without sacrific- 
ing quality, of increased effi- 
ciency, and higher quality are 
all part of the continuing job of 
a purchasing division. But one 
of the important effects of stag- 
ing a special drive is the soul- 
searching and critical self-ex- 
amination which a purchasing 
department or any other de- 
partment must undergo when 
laying its plans for extra ac- 
complishment. 

In stating its objectives, our 
purchasing department gave it- 
self this timely reminder which 
I think is worth quoting: 


Must Be Alert 


“The purchasing agent must 
be constantly alert for new ma- 
terials and new processes which 
may improve our products or 
make them less expensive. Once 
a material or component has 
been in use for a period of time, 
there is considerable inertia ob- 
structing any change. The pur- 
chasing representative has a 
real educational job on _ his 
hands if he is to insure that our 
company takes full advantage 
of these technological changes.” 

The contributions of both the 
salesman and the buyer were 
apparent in the achievement of 
our own purchasing department 
during the special drive, and the 
part played by the supplier’s 
representatives in helping bring 
about hundreds of thousands of 
dollars worth of savings was 
given full credit in the final re- 
port. To take just one example, 
estimated savings of $65,000 a 
year resulted from the simple 
substitution of the type of 


boxes used for packaging at 
our refrigerator plant. The new 
type of box not only saved on 
initial cost, but also simplified 
the labor involved in assembling 
the boxes. Cases like this serve 
to emphasize why the salesman 
must know more than his own 
product—he must also under- 
stand the requirements of the 
customer. 


Ingenuity Pays 


One of our suppliers recently 
displayed unusual ingenuity in 
suggesting a method for effect- 
ing a cost reduction on a special 
screw of which we use about 
30,000 per year. This screw re- 
quired a very special small 
shank, and our supplier sug- 
gested a special rolled thread 
die which removed the material 
and made the shank. His sug- 
gestion reduced the cost of each 
screw from 15 cents to 1.5¢. 

In another case we used to 
assémble a pinion and a shaft 
and a gear that went in each of 
500,000 timers we make per 
year. Our supplier suggested a 
method of making the entire 
assembly die cast, and in doing 
so reduced our cost from $31 per 
thousand to $6 per thousand. 

Knowing and understanding 
our customers’ requirements is 
also an important factor in an- 
other area of marketing in 
which I believe there is a tre- 
mendous opportunity for cost- 
saving. 

Recently we discovered that 
our various plants were order- 
ing 46 different types of gray 
paint, each writing their own 
individual specifications. Now 
it may seem ridiculous when I 
tell you that by grouping their 
needs together, we found that 
their 46 different sets of re- 
quirements were just as easily 
satisfied by six gray paints, and 
I’m sure I don’t have to tell you 
that there is considerable sav- 
ing involved. However, it is 
not ridiculous from the stand- 
point of the individual cus- 
tomer. When writing his own 
specifications, he may not be 
aware of all the other custom- 
ers writing their specifications 
varying only slightly from his. 

Therefore, it is up to the sup- 
plier to know the customers’ 
requirements, to group together 
wherever possible the like re- 
quirements of his customers and 
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Man wee for a good school season 


Illustrated 


Left, No. 4484—Flat School Lunch Kit, all-metal, metal 
luggage-grip handle. Blue or green with grey 
trim. Holds “Thermos” brand half-pint vacuum 
bottle (No. 2184) with aluminum case, Ather- 
lite cup. Retails at $2.75 


Right, No. 4584—Round Top School Lunch Kit, all- 
metal, metal luggage-grip handle. Green or 
blue finish. Holds “Thermos” brand half-pint 
vacuum bottle (No. 2184) with aluminum case, 
Atherlite cup. Retails at $2.75 


Also Available 
FLAT KITS 


No. 4480—Same as No. 4484, except with No. 2180 
bettle, aluminum case, aluminum cup. 
Retails at $2.60 


No. 4434A —Same as No. 4484, except with No. 
342A bottle, banded-buff case, Atherlite cup. 
Retails at $2.60 


No. 4407—Same as No. 4484, except with No. 72 
bottle, banded-black case, aluminum cup. 
Retails at $2.45 


ROUND TOP KITS 


No. 4580—Same as No. 4584, except with No. 2180 
bottle, aluminum case, aluminum cup. 
Retails at $2.60 


No. 4534A—Same as No. 4584, except with No. 
34'2A bottle, banded-buff case, Atherlite cup. 
Retails at $2.60 


No. 4507—Same as No. 4584, except with No. 72 


bottle, banded-black case, aluminum cup. 
Retails at $2.45 


STATED CAPACITIES APPROXIMATE 


THE AMERICAN THERMOS BOTTLE COMPANY 


Thermos Bottle Co., Ltd., Toronto 
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Get ready now 66: schoo! 


opening. Order your stock of “Thermos” brand 


vacuum bottles and lunch kits. 

Lunch kits by Thermos always have been the 
most popular in the field. Children are proud of 
their looks—they’re handsome, colorful, easy to 
carry. Mothers like the roominess of these kits, 
the sanitary interiors, the easy-to-clean rounded 
corners. And of course, everybody appreciates 
the “Thermos” brand vacuum bottles which 
keep hot things hot or cold things cold with 
utmost efficiency. 

You'll want to display a wide variety. Check 


your needs from the list at the left. 


HERMDs 


TRADE-MARK REG. U.S. PAT. OF FIC 


NORWICH, CONNECTICUT 


Thermos Limited, London 






Whe Vecuum Colles cmdl lech flit hay adh for 
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D. W. NORTHUP 


The Henry G. Thompson & 


Son Co. 


to offer them a_ standardized 
product which will do the job 
equally well. 

The marketing opportunity is 
this: to think of standardization 
in terms of what it can do for 
the customer. There are many 
cases in which the customer can 
be offered not only lower cost 
but a better product. Some of 
our divisions found that by 
standardizing their  specifica- 
tions for their various different 
uses of nonferrous asbestos 
cloth, they were able to obtain a 
better quality product at a sav- 
ing of 3¢ per pound. There are 
dozens of additional examples 
in all types of products and 
materials. 

The opportunity is there and 
waiting to give better service 
to our customers and, at the 
same time, to earn a better profit 
ourselves. But the maximum 
benefit of standardization can 
never be realized by waiting 
for the customer to come to us 
and ask for a standardized prod- 
uct. We—the manufacturer, the 
distributor, the salesman—must 
go to the customer and find ou! 
his needs and ofler him the 
benefits of standardization in 
the countless applications 
which are still unexplored. 

American industry, as I said 
before, has demonstrated in the 
last few years its ability to help 
maintain a strong and growing 
economy. It has done this 
through the difficult period of 
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reconversion to peacetime -de- 
mands, with the accompanying 
demand for greatly expanded 
productivity, and through the 
subsequent period or readjust- 
ment. A relatively stable econ- 
omy has been maintained in 
spite of the obstacles imposed 
by inflation, spiraling costs of 
labor, and a series of major 
nationwide strikes. But while 
claiming part of the credit for 
wise market planning, we in in- 
dustry must also admit that for 
the most part during this period 
we have been aided by a tre- 
mendous backlog of demand for 
our products. 

Now we enter the phase of 
our marketing plans when maxi- 
mum effort must be placed on 
the selling end of the job. We 
have been guided by marketing 
plans and analyses which tell 
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ADVISORY 
BOARD 





R. C. DUNCAN 
R. C. Duncan Co. 





B. H. ACKLES 
The Rayl Co. 


NATIONAL 
ADVISORY 
BOARD 





H. H. KUHN 
The Hardware & 
Supply Co. 


us that our expanding economy 
can support a tremendously ex- 
panded productive plant. It is 
now up to our marketing organi- 
zations to prove that this is so. 
We do need increased emphasis 
on the kind of creative selling 
which begins with an under- 
standing of customers’ require- 
ments and consistently focuses 
attention on what the product 
will do for the customer. Ag- 
gressively pursued, this brand 
of salesmanship will keep the 
old customers and be ever alert 
for new ones. On this brand of 
salesmanship, our whole mar- 
keting plan will stand or fall. 

Finally, let me say that no 
marketing plan or organization 
is a static thing. We do not 
survey the market once, then 
freeze on a plan to be followed 
blindly. We do not plan a prod- 
uct for one set of conditions and 
then go on trying to market it 
in the face of changed condi- 
tions. Our marketing organi- 
zation will succeed or fail to the 
same degree that it is sensitive 
to changing conditions in a 
swiftly changing world. 

No one can today predict the 
extent of the challenges which 
will confront American indus- 
try in the years ahead. But I 
have no doubt that if we main- 
tain our marketing organiza- 
tions in a state of alertness and 
aggressiveness which is typi- 
cally American, we can success- 
fully cope with every challenge. 
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WITH PITTSBURGH MAINTENANCE BRUSHES 


For home, farm, office or store A . i 
your customers will prefer the Cg 


Naturally, when your customers get ready to 
clean up in advance of those hot ‘‘dog days”’ 
just ahead ... they want tough, sturdy main- 
tenance brushes that will do the job right. 
Precision-made brushes, with uniform quality 
and finish ... that stand up under rugged 
punishment ... that guarantee satisfaction. 


This gives you an opportunity to clean 
up, too. Stock up on Lightning Line Brushes. 


PITTSBURGH 


First, have your Pittsburgh man spend 
two minutes checking over your scrub, duster 
and sweep needs. He’ll tell you about two 
self-selling displays that not only move 
brushes faster . . . but help create extra sales 
for related sundries. 


PITTSBURGH PLATE GLass Company, Brush 
Division, Department D-2, 3221 Frederick 
Avenue, Baltimore 29, Maryland. 


MAINTENANCE 
BRUSHES 
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Easy way 
to roll up 


caster sales! 





Feature this striking “Ten-Strike” 
display on your counter, and you'll 
see how fast these popular, nation- 
ally-advertised casters will move! 


“Caster sales doubled!”—that’s a 
typical remark we keep hearing 
from dealers everywhere. This can 
be your experience, too—if you dis- 
play “Ten-Strike” prominently. 


Don’t delay another day in taking 
advantage of this compact 12 in. x 
61/2 in. caster department. Types and 
sizes (numbered for quick identifi- 
cation) to meet 90% of your cus- 
tomer’s needs. 


If you don’t already have one, a 
small stock order will bring it at no 
charge. See your distributor, or write 


THE BASSICK COMPANY 


“Te 
rx 


Bridgeport 2, Conn. 


Division of 
Stewart-Warner Corp. 
In Canada: 
Bassick Division, 
Stewart-Warner- 
Alemite Corp., Ltd. 


Ss Belleville, Ont. 


Bassick 


MAKING MORE KINDS OF CASTERS 
MAKING CASTERS DO MORE 





Lloyd B. Mize's Address 


(Continued from page 80) 


show those fellows no apprecia- 
tion for trying to help your 
business? 

Are you attending the Biloxi 
meetings? If not, you are miss- 
ing areal opportunity to 
broaden your knowledge and 
as Mr. Jenkins said forty-eight 
years ago, “Make a friend of 
your competitor.” 

Do you cheerfully and will- 
ingly contribute a bit of your 
time and talents when asked to 
serve on a committee? Or do 
you look for a dozen reasons 
why you can’t? 

Are you on the lookout for 
new members in your area? 
There are still a few fine eligi- 
ble prospects left. Let’s get 
them in the fold, it’s your re- 
sponsibility to your association. 

Do you give your officers the 
benefit of your suggestions and 
an occasional word of apprecia- 
tion for the real sacrifices they 
make for you and your asso- 


ciation? Or are you prone to 
criticize them at every oppor- 
tunity? 


NATIONAL 
VICE 
PRESIDENT 





H. E. TORELL 
Syracuse Supply Co. 


Report of the Joint Industry Committee 


(Continued from page 74) 


dustry groups that they prepare 
and make available what we 
have termed product knowledge 
bulletins. These bulletins would 
be of an educational character, 
written in simple, understand- 
able language to help us train 
our employees and give them 
the factual background they 
need in their sales activities. 

The work of this committee 
seems very important to us and 
we are mast auxious to see it 
continued in the most effective 
manner in the future. 

It is the feeling of the chair- 


man and vice chairman that the 
most serious handicap to more 
effective action by this commit- 
tee is the fact that members of 
the sub-committees are so wide- 
ly dispersed it has made it prac- 
tically impossible to hold neces- 
sary meetings and conferences. 
It is our joint recommendation 
to our’ respective governing 
boards, therefore, that the size 
of the committee be reduced for 
the comng year, with members 
appointed with consideration 
given to their location and their 
ability to attend several meet- 
ings throughout a year. 


Joe Pitts’ Address 


(Continued from page 61) 


weight of their catalog, yet they 
continue to sell mostly those 
items covering which they have 
factory insert sheets showing 
necessary information. These 
pages could possibly be con- 
densed, without losing their 
value. 
Factory Advertising 

Distributors have a right to 
expect their manufacturers to 
establish consumer acceptance 
for products in the national mar- 


ket. This implies continuous and 
effective advertising in media 
read by the ultimate buyers of 
the products. 

All of you know the job to be 
done here—create or locate po- 
tential users, arouse interest and 
create preferences. This should, 
of course, be augmented with 
literature for direct mail use by 
distributors, as well as product 
catalogs. 

It is well, I think, to mention 
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Cin Extra Room in Every Home 
1F the Basement Room iA 


~ THOROSEALED 


The THORO System products 


are reasonable in cost, do a sub- 










WATERPLUG 


For any type water prob- 
lem below ground; seal- 
ing holes in wood, steel 
and cast iron. 















THOROSEAL 


For sealing and filling 
cracks, voids and other 
defects in masonry sur- 
faces. 





















QUICKSEAL 


For beautiful finish 
coats. In 16 beautiful 
shades. Send for Color 
Chart No. 32-A. 











b Goh bb Moles aloha -34-B i lols ae ob ac) o}(-saat 


eles eaten d-to MR oh d ot oO) ,40) HO) 5 
THOROLOK seals and fills the 


surface 

(2) Dusty concrete surfaces filled 
sealed and made easy to scrub or 
sweep 
Hs (@) ORO) lore mit Mittette- 
Prepared in eight distinctive colors 


and LIGHT and HEAVY base Trans 





stantial job and the dealer is not 
worried with complaints. They 
make for him many new friends 
and customers. 





Over 65,000 contractors use 
these products as standard ma- 
terials for sealing and protection 
of masonry. We invite you to 
join our vast family of dealers 
who serve these contractors and 
many thousands of home- 
owners. 
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THERES A SUPER 


CARBIDE TIPPED 


MASONRY DRILL 
FOR EVERY JOB! 


Aer 
Siser Tutt 


WRITE FOR NEW BULLETIN 
SUPER TOOL COMPANY 


21650 HOOVER ROAD ©  OETROIT 13, MICHIGAN 
SURPLESS-DUNN CO. 


National Distributors 
NEW YORK ° CHICAGO 





that distributors would also 
greatly appreciate it if manu- 
facturers would mention in such 
national ads the fact that their 
products are available from local 
industrial supply houses. Such 
co-operation might even induce 
some of us to loosen our oWn ad- 
vertising purse strings in order 
to tie in with such sales helps. 

Much has been said regard- 
ing the elimination of “bastard” 
quantity units, such as gross and 
dozen, and the use instead of 
package units of ten, so I won’t 
dwell too much on this. Hack- 
saw manufacturers have done a 
wonderful job in this respect, 
and it would be fine if more 
would follow their example. 

By all means, manufacturers 
should furnish us with net user 
prices for our convenience and, 
if they want to keep their list 
and string of discounts, that is 
all right with 1s providing, of 
course, that these discounts have 
been simplified as much as pos- 
sible. But let’s not have a price 
change until the manufacturer 
has printed up a net user price, 
which should be the first notice 
of increase. Incidentally, we 
strongly recommend that price 
changes should always be with- 
out advance notification. 

Quantity differential prices 
are a must, and we should have a 
suggested price for broken quan- 
tities so that a smaller propor- 
tion of our sales will be of the 
loss variety. We would like to 
have prices on a delivered basis. 
but, if this is not possible, at 
least prepay the freight and 
show the freight as a part of the 
invoice, so that we will know the 
total cost of our goods from the 
invoice. 


Protection on Returns 


We well realize that both 
manufacturers and distributors 
lose when merchandise has to 
be returned, but it seems good 
business to me for the manufac- 
turer to cooperate with the dis- 
tributor on the problem of sur- 
plus and/or tough items. We 
distributors realize that, as such, 
we have certain functions to per- 
form, and one of them is to buy 
as intelligently as possible. We 
aren’t asking you to promiscu- 
ously protect us on our floor 
stock when a decline in price 
occurs, any more than we want 
you to bill us on that floor stock 
when prices advance, but we do 
feel entitled to understanding co- 


operation when, for one reason 
or another, we find ourselves 
loaded with merchandise that 
simply won’t move in our respec- 
tive territories. 

Such merchandise might be in 
fairly good demand in other sec- 
tions of a manufacturer’s terri- 
tory, so why couldn’t transfers 
be made, at the distributor’s ex- 
pense, instead of just ignoring 
their predicament, as many man- 
ufacturers seem to do? Many a 
good line has been dropped 
altogether because of such an 
attitude on the part of a manu- 
facturer, who has failed to rec- 
ognize the fact that the whole- 
saler is merely a sales and ser- 
vice end of the manufacturer and 
that every problem the whole- 
saler has is likewise a problem 
of the manufacturer. Our prob- 
lems are so mutual that neither 
of us can afford to overlook this 
fact. 

Here’s an apportunity for me 
to get in a word on one of my 
pet peeves, and that is the prac- 
tice of some manufacturers of 
addressing company mail direct- 
ly to our department heads, 
rather than to our company, 
marked for the attention of the 
individual to whom they would 
like the letter referred. So often, 
such personally addressed letters 
reach us in the absence of the 
individual involved, resulting in 
the letter not being opened for 
maybe a week or two after it 
reaches us and action, conse- 
quently, not being taken on what 
may be important company busi- 
ness. 
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in Seven Short Years From 2500 to 40,000 square feet! 
The New Plant is Ultra Modern . . Created for Stream- 
lined Production . . All Operations on One Floor. . 
A Model of Efficiency in the Paint Brush Industry, 

Geared to the Manufacture of the Best Quality 
Brushes That Can Be Produced! 





COLONIAL 
PAINT BRUSHES 
ALL MADE WITH 

PURE BLACK 
CHINESE BRISTLES 





RETAIL AT 


10° 










FOR OVER A QUARTER CENTURY OUR 
MANAGEMENT HAS MANUFACTURED AND 
MERCHANDISED POPULAR PRICED BRUSHES 
« + + IN FACT, ff’S OUR THIRTIETH YEAR! 





SEND 
FOR OUR 
CATALOG 
LISTING 










COLONIAL BRUSH MANUFACTURING COMPANY, INC. 


T T ‘ 
ldnird 160 WASHINGTON STREET, NORTH 
ww BOSTON 14, MASS. 
Telephone: Richmond 2-2515 
NEW YORK CHICAGO 
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Contains if! a 
FULLER 
COMPLETE BASIC 
ASSORTMENT 


@ 4 DOZEN SCREW DRIVERS in 6 Sizes 
@ 1 DOZEN WOOD CHISELS in 3 Sizes 


your present open stock. 


| we we. 
Display it! Keep it filled! 


SCREW DRIVER & WOOD CHISEL t 
SELF-SERVICE DEPARTMENT 


» SCREvw ¥ 
DRIVERS } 





10¢ to 50¢ ea. Retail—for FAST TURNOVER. Plenty of room for 


FULLER TOOL CO., 





every jot 
HANDLES 


= #2160 


Yours 


FREE 


Fuller Metal 
Display Rack 
in Eye - Striking 
Blue and Orange. 
Worth $5! You 
Pay only for the 
Screw Drivers and 
Wood Chisels. 


Retail List $21.60 
Dealer Cost 14.40 
Your Profit $ 7.20 
Shipping weight 12 Ibs. 


Order today thru your wholesaler; or directly from Fuller; we'll ship and bill thru your jobber. 


INC. 905 FAILE ST., BRONX 59, W. Y. 
World's Largest Producers of Unbreakable Amber Handle Tools 





ble for imme 


new P, Wall PistoGrip! 


215 Erie Street 





First radical change in blow torch 
design in 30 years ready NOW at 


NEW CONVENIENCE! "NEW DESIGN! 





NO EXTRA COST! 


MORE SALES FOR YOU! PistoGrip Blow Torch is easier to 
sell because it's easier to handle. Light-weight composition handle 
with finger grip indentations revolutionizes present design. Availa- 

» ee delivery in all popular-priced models at NO 
EXTRA COST! Why sell obsolete models? Be the first to show the 


SHOWN: Model 330 S$ Superior with the new PistoGrip handle 
WRITE TODAY FOR THE NEW P. WALL CATALOG 


P. WALL MFG. CO. 


Grove City, Pa. 
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tance of requiring streamlined 
merchandising. 

Packaging can be used t 
great advantage in increasing 
the value of the individual sale 
and decreasing the proportion 
of sales that don’t carry their 
own weight. 

Net Pricing not only elimi- 
nates comptometers, but saves 
much time of the sales force 
from the S. M. down—not t 
mention the customer. 

I’m thinking of steel pulleys 
being sold on lists compiled for 
wood pulleys and used long after 
wood pulleys were off the mar- 
ket. Or take the list prices for 
taper shank and straight shank 
drills established by Stephen 
Morse in 1874 which are the 
same as the carbon drill lists in 
use today. 

In view of the great change 
of production methods and cut- 
ting tools, it is small wonder 
that we have so many different 
discounts applying today to the 
same old list. Keep the list and 
discount for those who prefer 
it, but furnish us, please, with 
net prices so that we moderns 
who have forgotten our calculus 
will not have to go through men- 
tal gymnastics to get the right 
answer. 


Packaging and Pricing 

Decimal Packaging is a nat- 
ural that saves two-thirds the 
time in figuring and makes it 
possible for modern I.B.M. ma- 
chines to handle sales statistics. 

Quantity Differential Pricing 
is the factor that wiil do most 
to immediately improve the dis- 
tributor’s profit. All preferential 
prices are eliminated and John’s 
Tool & Dye pays the same as 
General Electric Co. and _ both 
pay according to the amount 
purchased on one order for one 
shipment. Quantity pricing ma- 
terially cuts down the proportion 
of small orders. Suppliers ar‘ 
specially favored because they 
get larger.orders from distribu- 
tors. We don’t have to believe 4 
thing that a prospective sup- 
plier says so let’s choose the line 
that shows from its streamlined 
merchandising that they are 
really with us in distributor 
selling. 

Suppose the increased mar- 
gins, and decreased costs of han- 
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ding still don’t stop the tide of 
increased costs. What then? In- 
geased sales carried us up to 
1948 and our last hope — and 
first attempt—should be full co- 





operation with suppliers for 
more sales. Let’s pick supplier- 
distributor salesmen meetings 


for discussion of this type of ac- 
tivity and see if something con- 
structive can be developed. 

In the past, suppliers have 
blamed distributors for not re- 
porting poor meetings to them. 
It's a serious thing to criticize 
an employee to his boss and this 
is too much to expect. How to 
do it? 


A Recommendation 


Recommendation. Have the 
National make up a simple check 
report for distributors to fill out 
the day following each meeting 
—it could all be done on a penny 
post card. These reports to be 
mailed to Harry Rinehart so he 
can see that they come in regu- 
larly and forwarded by Harry 
to a competent sales research 
organization for analysis. At 
the same time, the American can 
furnish similar reports on the 
cooperation of the distributor 
which are made out by the man- 
ufacturer’s representative, who 
conducts the meeting. These re- 
ports would be mailed to Bud 
Hanson, who would forward to 
the same competent sales _re- 
search organization. At the end 
of the year, we would have a 
sound picture of what we have 
and where we go from here. 
And all personalities could be 
avoided by going to an outside 
organization for the analysis. 

Multiple distribution continues 
to be the curse of our industry. 
Take the Holyoke-Chicopee- 
Springfield area which  pur- 
chases .611 pct of the total of 
the United States, according to 
the American analysis of the 
industrial supply business based 
on the year of 1946. Chicago 
distributors accounted for 5.22 
pet of the total or 81% times as 
much as our area which has 12 
recognized industria] distribu- 
Now this should give Chi- 
cago 102 distributors and they 
probably will say that they have 
them. But only 15 Chicago dis- 
tributors are members of the 
National and our district of less 
than one-eighth the size pro- 
duces eight members. 


tors. 
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Here’s the best file your customer can buy! 


NUCUT 


Reg US. Por. Oft Pot. No. 2027¢ 


... it’s different 


WAVY 
TEETH 


FILE 





... it’s patented 





... it’s the only file that gives 
double-duty filing action 





to meet every filing need. 


Form No. 100 
gives details. Write. 


Ask For New 
Price List No. 2008S 
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In all sizes, shapes and cuts 
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NUCUT File Display 


No. 202 


18” wide x 23” high. No 


charge for display — pay 
only for files. Shipping 


we ight 5 Ibs. 


Ask about our COM 
PLETE LINE of 
American Pattern, 
Swiss Pattern, Vixen 
Milled Curved -Tooth 
and Rotary Files, 














Rasps, Carpenters’, 
Machinists’, Tinners’, 
| pholsterers’, Brick- 


layers, Tilesetters’, 
Blacksmiths’ and Far- 
riers’ Hammers. Also 
Bricklayers’ and Plas- 
lrowels, ( raft- 
master Scrapers, 
Chisels, Punches, 
Masterenches and 
other quality tools. 


terers” 


HELLER BROTHERS COMPANY 


America’s Oldest File Manufacturer 
Newcomerstown, Ohio 


Newark 4, New Jersey 
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WINDOW 
VENTILATING 





























CHAIN DOOR 
GUARD 





The IVES Window Ventilating LocK 
safeguards the home... lets fresh air 
in... keeps children in... keeps bur- 
giars out. Winter or summer, win- 
dows can be left open for ventilation 
as well as security against intrusion. A 
safety and ventilating item that should 
be used in every home. Permanent... 
easily applied...no mortising required. 








IVES Chain Door Guard protects the 
home against unwelcome intruders... 
door opens approximately 4 inches, 
just enough to see and carry onacon- 
versation with a visitor...and it’s fool- 
It will pay you to stock these 
one item helps to sell 


proof. 
two items... 
the other. 


Ask your Jobber. 


THE H. B. IVES C0. 


NEW HAVEN, CONN. 
WA 


SINCE 1876 








There may be other sections 
blessed with a greater concentra- 
tion of distributors, but I know 
it is a tough territory in which 
to earn a nickel. A supplier who 
wasn’t satisfied with the 12 has 
brought in a newcomer to sell 
his line and we wish No. 13 luck. 
Defensive selling has been used 
in this small territory to the 
extent that suppliers have 6 to 
8 distributors so that competi- 
tion can’t come in. Maybe the 
distributors should engage in de- 
fensive buying so that the lead- 
ing suppliers all have good rep- 
resentation. 

It’s difficult to be more selec- 
tive in a period of greater com- 
petition, and all credit, and I 
hope orders, to the far-sighted 
suppliers, who analyze their 
markets and really sell selective- 
ly. It is the only guarantee of 
successful operation of our co- 
operative system of industrial 
selling. Damn the supplier who 
asks you to establish fair value 
for his goods and then sells dis- 
tributors not in a position to get 
business without cutting price. 


Can Use Federal Laws 


For once, the Federal laws can 
be used to the advantage of dis- 
tribution. Suppliers are busy 
these days with withdrawing dis- 
counts frcm non-stocking agents. 


Elimination of all preferential 
discounts should be our goal. 
Well, how abcut distributors 
eliminating courtesy exchange 
discounts among themselves? 
Milwaukee distributors have 


done this to good advantage and 
it certainly is a big step for- 
ward. Maybe distributors should 
take their share of the blame 
for too many distributors. 

What happens when you ex- 
tend a discount on your stock to 
a former employee who goes into 
business from his home with a 
total investment of one telephone 
and one auto? You put this man 
in competition with your own 
salesman and your own business 
and he’ll make much more profit 
than you do at the customary 
10 pet. And how many of these 
tyros have become well-rooted 
and crowded out the older dis- 
tributor who thought to make a 
fast buck on the side—or who 
just didn’t think. Exchange dis- 
count is an unfair practice that 
we should eliminate from dis- 
tribution. 





Let’s discuss prepayment of 
all transportation by suppliers, 
Isn’t it possible for distributors 
to mark their orders and actually 
refuse to accept any shipments 
which arrive with collect 
charges? Suppliers have traffic 
departments who can handle pre- 
payment to advantage. The 
place for charges for transpor- 
tation is right on the invoice for 
the goods and will save a lot of 
troublesome matching of papers 
in distributors’ offices and will 
insure charges being passed on 
to industrial customers. : If this 
plan has no bugs, let’s get it 
started all together at once! 


How Do We Get Action? 


And how do we get action 
association-wide on worthwhile 
schemes? For instance, 35 dis- 
tributors meeting at Boston for 
two years have unanimously en- 
dorsed several actions and how 
do other distributors learn of 
this and do something about it. 
One item so endorsed unani- 
mously at Boston is price change 
without notification. Good dis- 
tribution demands its enactment. 
A 30-day notice penalizes the 
distributor who has kept up an 
adequate stock. It makes a rat 
race of selling at the old price 
so that distributors can’t gain 
on the increased value of their 
present stock but the distributor 
with no stock can get into some 
profitable sales with small ex- 
pense. At the time of the last 
drill price increase, we had a 
letter from a manufacturers’ 
representative offering us the 
customary cover period to May 1 
—and for good measure offered 
to bill in May, June or July! 
And don’t think some distrib- 
utors didn’t offer to finance their 
customers’ anticipation orders! 

Perhaps the greatest weak- 
ness of industrial distributors 
lies in their failure to express 
themselves to their suppliers- 
to applaud their efforts for our 
good and to tell them frankly 
why they don’t like moves that 


harm industrial distribution. | 
asked Carl Hedner how many 
distributors had thanked Yale 


& Towne when they increased 
the margin on hoists and was 
shocked—but not surprised——to 
learn that only two distributors 
in the U. S. had said, “Thank 
you.” When such insensitiveness 
exists, even a criticism would be 
welcome! 
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NEWS and Views 


» Washing fon 


Reports on Events Affecting 
The Hardware Business 


(Continued from page 10) 


is “leery” about giving the nod 
toa small business committee is 
because such groups have, in the 
past, too often served as a con- 
venient mouthpiece for their 
members and too seldom as true 
agencies of assistance. 


Independent Sales Top 
Chains’ First Quarter 

Business has continued to 
boom through the 1950 first 
quarter, according to the Office 
of Business Economics. Inde- 
pendent retail sales are up 4 
pet above last year, partly at the 
expense of chain and mail order 
stores which are 2 pct below last 
year. 

Among hardware stores, in- 
dependents are doing slightly 
better than the chains. Sales 
volume of the independents have 
been only 2 pct below last year 
as chain and mail order volume 
declined nearly 5 pct. 

National output of goods and 


services through the first quar-. 


ter was at a $264 billion rate. 
This is up $7 billion and higher 
than for any 1949 quarter. The 
OBE says this was caused partly 
by heavy inventory purchasing. 
But it was caused even more by 
consumer demand. The personal 
income rate is currently $10 bil- 
lion higher than last year. 


OUTLOOK: Business still looks 
good to government experts who 
figure consumer expenditures at 
about $185 billion in 1950. Out 
of a probable personal income of 
$220 billion, they estimate that 
$19 billion will be eaten up in 
taxes, and another $18 billion 
will be banked or invested. 


3,200,000 Customers 
Now Served By REA 

The Rural Electrification Ad- 
ministration, one of the earliest 


New Deal agencies to emphasize ' 
' 


the co-operative movement, re- 
corded its 15th anniversary a 
few weeks ago. REA borrowers 
have put in more than 1,000,000 
miles of power line during this 
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DyNna-FLASH 


F, 


QUALITY TOOLS 


FOR FARM AND HOME WORKSHOPS 















Model 6-S, 1 h.p., 
6” MITERING SAW 


$64.50 


Ball and 
Roller Bearings 
throughout... 
complete with 
depth gauge, rip 
guide, telescoping 
guard, miter shoe, 
Full 2” straight 
cut — 1%” 
bevel cut. 











MODEL 14-D 1/,-INCH DRILL \ 


One of our line of famous 
HOLE-SHOOTER electric drills. $ 5 
Used also asa disc-sander, buffer, 


grinder, paint mixer, milk cooler. 


GROWING ACCEPTANCE OF DYNA- 
FLASH Portable Electric Tools is con- 
vincing proof of the increasing de- 
mand for quality tools, among your 
customers as well, Compare Dyna- 
Flash Tools, feature for feature, with 


any other tools. The extra reserve 





MODEL 12-D 1/2-INCH DRILL 


This HOLE-SHOOTER is the 
only Y2” electric drill — at is § 95 
rice — with 1/3 H. P. motor. 


emented for close-corner work. 


Pp ower, 


hardened shafts and gears of Dyna 


Flash tools are sales builders. The 
Dyna-Flash franchise includes FREE 
Write 


sales and advertising helps. 
today for free DY NA-FLASH 
Catalog-Folder No. 115. Address... 


MILWAUKEE ELECTRIC TOOL CORP. 
For 25 years, makers of famous HOLE-SHOOTER Drills 


5358 W. State Street . 


Milwaukee 8, Wisconsin 


= - 
+3? DYNA-FLASH POWER TOOLS 


ball and roller bearings, 
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SWEATING PIPES 


call for 


NoDRIP TAPE 












4 

STOP DRIP 
caused from condensa- 
tion on cold water 
pipes. Turn idle space 
into play or work 
rooms. Keep store 
rooms dry. Wrap cork- 
filled NoDrip Tape 
around pipes and joints. Do 
if yourself. Clean and easy to 
apply. Roll covers about 10 
feet of '/,"" pipe. 
$1.69. Higher west of Rockies and 
Canada. Get at Hdwe. and Dept. 
Stores. J. W. MORTELL CO., 
Kankakee, III. 










One of the Advertisements beginning 
in May in 
AMERICAN HOME 
BETTER HOMES & GARDENS 
GOOD HOUSEKEEPING 
SATURDAY EVENING POST 
HOUSE & GARDEN 
HOUSE BEAUTIFUL 
PARENTS’ MAGAZINE 
FLOWER GROWER 
POPULAR MECHANICS 
POPULAR SCIENCE 
MECHANIX ILLUSTRATED 


18,505,037 Circulation 


—all with highest percentage of home 
ownership 


A PROFITABLE SELLER 


No Drip Tape is known, It's in demand. 
Stock it! Sell it! Use the FREE DEALER 
AIDS: mats, displays, circulars 


List Price $169 


Higher west of Rockies and Canada 


DEALERS' 
PRICE 
333% 


discount 


$1352 


per dozen 


easy 


SS TO APPLY 
CONDENSATION paip 
FRO; 
COLO WATER Pipes 





Packed 
12 rolls 
to carton 





ORDER THROUGH YOUR JOBBER 
Write for free circular 


J. W. MORTELL CO. 


508 Burch St., Kankakee, Ill. 
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period and electric service from 
REA-financed facilities is now 
being provided to 3,200,000 rural 
consumers. 

In the past decade and a half 
REA has made loans totaling 
$2.1 billion to 1,067 locally-owned 
groups, of which 977 are farmer- 
owned electric co-operatives. An 
estimated 85 pct of the nation’s 
farms are now receiving central 
station electric service, as com- 
pared with about 11 pct when 
REA began operations in 1935. 
Average power usage on REA- 
financed lines is now about 214 
times the 1941 average per farm. 


OUTLOOK: The job of bringing 
electric service to the estimated 
900,000 farms and thousands of 
non-farm rural establishments 
without electricity will become 
increasingly difficult. REA Ad- 
ministrator says that this is be- 
cause the areas still to be reached 
are more isolated and have less 
density of population. Lack of 
adequate low cost power is also 
cited as a prohibitive factor. Es- 
timated future rural needs will 
give impetus to pleas for more 
public power. 


Rural Living Bettered 
At Twice Prewar Rate 
Rural standards of living have 
been increasing since the war at 
more than twice the prewar rate, 
according to the Bureau of Agri- 
cultural Economics. With im- 
provement of roads, increased 


facilities, and 
particularly with an _ increased 


electric power 
prosperity, the ruralite wants 
better tools and machinery for 
himself, better appliances and 
household devices for his wife, 
and more comfortable home liy- 
ing for the family. 

Purchasing power is_ large 
Although the nation’s overall 
agricultural income is shrinking 
as a whole, the per capital rura 
share is still increasing as the 
agricultural population declines. 


OUTLOOK: Rural buying trend 
is away from the country gen- 
eral store and toward the urbar 
areas with 
ized stores and wider selections 
of goods. The general store is 
declining in numbers but cannot 
be counted out for a long time to 
come. It is still the most impor- 
tant single source of supply for 
the farmer. 


their more special- 


Lag in Pottery Imports 
Spur Sales of U.S. Goods 

Stores which neglect to push 
pottery sales are overlooking a 
good bet. Or so it is indicated 
by the Office of International 
Trade. 

According to the OIT, there 
is still a good demand for th 
type of merchandise although 
domestic production has been at 
a high level over the past five 
years. Foreign producers are 
historically heavy competitors, 








W. C. Coleman, 80-year-old president of the Coleman Co., Wichita, Kan., is shown 
explaining the operation of Blend-Air his new forced warm air heating system. On 
the platform with Mr. Coleman is a cutaway model house built to |/5 scale and 
equipped with a miniature Blend Air system. The system is designed to provide 
complete heat and air circulation to every room in the home and was demonstrated 
in the model by using dry ice vapor to simulate the layer of cooler air usually found 
along the floors of homes. In this model, the vapor was drawn off the floors, circu 
lated throughout the two rooms and dissipated in about two minutes. 
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normally providing about 90 pct 
of the goods sold to the Amer- 
ican public. 

However, foreign producers 
have not kept pace with the post- 
war trend toward new styles and 
designs. This gives American- 
made goods an edge on the 
market since domestic manufac- 
turers have centered a lot of 
attention on not only design and 
utility of the products but on 
increased production efficiency. 


OUTLOOK: The OIT foresees a 
continued good demand. But the 
public is getting more choosy. 
It wants colorful new styles and 
designs. And it wants them at 
a medium price level. 


Tariff Comm. Asked to 
Up Lead Import Duties 


The United States Tariff Com- 
mission is now studying recom- 
mendations that it increase the 
import duties on lead and lead 
ores. What action, if any, will be 
taken is problematical since such 
items have been listed as sub- 
ject to discussion at the coming 
reciprocal trade conference in 
England. 

Under a trade agreement with 
Mexico, effective in 1943, the 
then existing levy was cut in 
half from 1%¢ a lb. to 34¢. This 
rate applied to other nations as 
well. But the Emergency Lead 
Committee has asked that the 
escape clause be used and rates 
increased to protect domestic 
producers. 

(Resume reading on page 11) 





Hardware Humor 
By Hardware Age 





"Will you have it gift-wrapped?" 
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MARQUETTE 


LEADS THE CLASS 
IN FEATURES 


Convenience .. . capacity... depend- 


.-.and it’s ability... beauty. Marquette offers 
them all! And at a low, fit-the-pocket- 

priced book price women want to pay! That’s 
why the Marquette line is easy to sell — 
offers greater volume and profit possi- 


! 
to sell! bilities for you. 


There's an interesting story for you on Marquette—we'd like the 
opportunity of telling it to you. Write Marquette Appliances, Inc., 
Minneapolis 13, Minnesota. 

















*Big 42 Ib. 


i = — == : i | Compartment 


F = xTop to bottom Refrig- 
. Sa eration 


* 17% Square Feet Shelf 
Area 


Freezer 























*8 Cubic Foot Capacity 


xlarge, 18 Quart Full 
Width Crisper-Storage 
Drawer 


*xNew “Pancake” Type 
Tecumseh Compressor 





*% Roll-A-Grip DoorLatch 





*xGleaming White De- 
Luxe Finish 





xHeavily Reinforced 
Steel Cabinet 





(ilustrated-Model AT8C) 


< Se 

a SL lien 

‘ | whe == If } 
Ze Ye le 4 4 = We 


MARQUETTE APPLIANCES INC. MINNEAPOLIS 13, MINNESOTA 
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Well Rounded Program Sells 
Outboard Motors 


Display, advertising and service 
will probably sell more than 


three dozen outboard motors 
for Brizzalora Hardware 
this year, topping the 

1949 volume of 

30 units 


In the peak seasons, outboard 
motors are moved to a front and 


center location in the store. 


sizes, from 2!/2 to 16 h.p. units, 


are displayed there. 


=r Hard- 
ware, 1217 N. La Brea St., 
Inglewood, Cal., sold 30 higher 
priced outboard motors last year 
and aims to sell more than three 
dozen during 1950. Year ’round 
display, complete repair and 
parts service and frequent ad- 
vertising help partners L. E. 
Brizzalora and E. A. Tetley at- 
tain this volume. Although 
stocking motors from 21% h.p. 
to as high as 16 h.p., it is the 
5 and 10 h.p. units at $175.50 
and $295, which are the best 
sellers in the store. 


Reasons for Sales 


As Mr. Brizzalora puts it, 
“There are several reasons for 
our outboard motor sales. We 
have a good, nationally adver- 
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tised line and proper testing 
equipment. , Our outboard mo- 
tors and other merchandise are 
well advertised. In fact we bud- 
get from 3 to 3% pet of our 
gross revenue for advertising of 
all types.” 


Advertising Tells Story 


Newspaper ads, both display 
and classified, and manufactur- 
ers’ stuffers, distributed with 
a spring catalog tell the story 
away from the store. In addi- 
tion, outboard motors are ac- 
corded year ’round display space 

in show windows and near the 
front of the store in season— 
and in less prominent though 
clearly visible fashion the rest 
of the year. 

A testing tank in back of the 
store, and a complete repair shop 


in the basement, supplemented 
by a good stock of repair and 
replacement parts help round 
out the firm’s outboard motor 
merchandising efforts. Repair 
service is available not only to 
the store’s retail trade but also 
to other stores not having such 
facilities. In addition to testing 
of complete outboard motors in 
the tank, as shown in these 
pages, the store’s shop has equip- 
ment for checking condensers 
and coils. All motors accepted 
in trade-in transactions are 
completely repaired before being 
offered for resale. 


Emphasizes Service 


3rizzalora advertising plays 
up new units and their features, 
but also emphasize the fact that 
the store has complete repair 
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TWO SELECTIVE SAFE 
CRAB GRASS KILLERS! 


SENSATIONALLY, SUCCESSFUL PATENTED FORMULAE 
RECOMMENDED AND DISTRIBUTED BY LEADING SEED FIRMS 
EVERYWHERE. * 

THE NEW, NON-POISONOUS “SELECTIVE” CRAB GRASS 
KILLER (EXCLUSIVE POTASSIUM CYANATE FORMULA) FIELD- 
TESTED AND PROVED BY LEADING UNIVERSITIES AND 
EXPERIMENTAL STATIONS.* * 





SEL-TOX 
CRAB-NOT 





CONTACT YOUR JOBBER NOW! 
OR WRITE TODAY FOR 
ILLUSTRATED CATALOG SHEET 





(Jobber inquiries invited) 


SEL-TOX rans 


CRAB-NOT ror top sas eS SG 


HERE’S WHY: 


@ Non-poisonous 


@ Powder form — completely soluble 
in water 


@ Kills mature crab grass and sealing: 


_— HERE’S WHY: with equal success 
* an 
fos © Exclusively and SELectively KILLS Combines with 2-4-D for simultaneous 
ren CRAB GRASS ONLY! broad leaf weed control! 
notor mr Packaged, ready to use form “CRABBY” SAYS 
epair * Economical ! Concentrated ! with or without 2-4-D Crab-Not’s Sure! 
lv to Pint makes 15-20 Gallons. ‘ Crale-Nes's Quick! 
‘alse = Treats up to 2000 Sq. Ft. © cure a lewn — 
all Z @ SAFE TO APPLY — AT ANY TIME! — Wars aed gen ame 
sting Spring, Summer, Fall — 
“sj Seedling or mature stages. ae P sia 
rs in *SEL-TOX, containing “‘Phenyt Mercuric Acetate Solubilized, 
these @ QUICK RESULTS! — usually 4 to7 days! has achieved unusual success in just two seasons and 
quip- @ Backed by powerful national advertising! is distributed by such leading seed firms as: 
nsers J. Chas. McCullogh, Cincinnati; Vaughan Seed Co., Chicago; 
opted “CRABBY” SAYS 1. W. Scott Co., Pittsburgh; F. Woodruff & Sons, New York; 
are “SELective Sel-Tox F. W. Bolgiano & Co., Washington, D. C.; 
yeing Sprayed on lawn Henry A. Dreer, Philadelphia, and many others. 
Good grass saved a * *Field-tested during the 1949 season by leading Universities 
Crab grass gone! and Experimental Stations, including: Penn State College, 
South Eastern Turf Research Center, Vermont Experimental Station, 
Feature the famous “Time-Tested Products” of cinai of sdtiede ond ponds , preset ial 
lays 
ures, 
that MANUFACTURING CO., MOUNT VERNON, NEW YORK 
pair ANT-X JELLY BAIT, ANT-X TRAPS, ANT-X CHLORDANE, RAT-NOTS, MOUSE-NOTS, MOLE-NOTS, DOG-CHECK, SEL-TOX, CRAB-NOT 
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Paste Coupon on postcard or your 
letterhead . . 


PERMANENTLY 
MAGNETIC 


SCREWDRIVER | 


with 10 times 
the “pull” 


@ Four interchangeable hard- 
ened tool steel bits (3 stored in 
handle), charged with 10 times 
the “pull” by the permanent 
Alnico magnetic shank... 
make the new MAGNA-TIP 
SCREWDRIVER a surpris- 
ingly profitable seller at $3.95 
each. 

“Quality” is written all over 
the handsome chromium. 
plated finish and jet black 
handle. Attractively packaged 
in individual boxes. 

With its “high-powered” 
magnetism, this tool starts and 
completely drives screws in 
awkward or hard-to-reach 
places. One-hand operation. 


Colorful, profit-making coun- 
ter display contains 6 Magna- 
Tip Screwdrivers. WRITE for 
our illustrated circular show- 
ing the full line of Magna 
Tools...and for prices and dis- 
counts, 


Jobbers’ inquiries invited 


Magna Tool Corporation 


Buffalo 3, N. Y. 


. and mail TODAY. 


Magna Tool Corporation 


Buffalo 3, N. Y. 


Send me your circular and price-discount 
information on the new Magna Tools. 





Nome 


Address 









E 


E. A. Tetley and L. E. Brizzalora (at right) show how they use their 
testing tank and other equipment for servicing outboard motors. 


and servicing facilities, that it 
makes prompt delivery and buys 
and sells reconditioned motors. 
For the boat fan, without his 
own motor, the store offers 
rental units. 

Parts are a profit maker for 


the store. Says Mr. Brizzalora, 
“We take the necessary time to 
wait on customers coming in for 
parts for their outboard motors. 
This often helps us to make sales 
of new outboard motors to some 
of these parts buyers.” 


Compact Display for Power Tools and Accessories 


HEN you visit Knobbe 
Hardware, Decorah, Iowa, 
its unusual color and lighting ar- 


rangement immediately attract 


your eye, as do several unique 
fixtures, 


one of which is the 





Unique fixture for showing power tools and accessories. Located 
near the front of the store, it catches the eyes of all customers. 
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power tool and accessory setup 
shown below. Having a shape 
somewhat resembling an old 
time, roll top desk, the front has 
a panel at an angle for showing 
belts, pulleys, brushes and other 
items providing extra sales. The 
top and shelving of the unit is 
used for showing different types 
of power tools. On the left end, 
though not visible in this pic- 
ture, is a rack of four 17-in. 
drawers for storing power tool 
catalogs and sales literature. The 
unit is 3 ft wide, 42 in. high and 
8 ft in length. 


Secret Service Holding 
Counterfeit Clinics 

ANKING and financial insti- 

tutions, co-operating with 
the Secret Service, have inaugu- 
rated a series of “Counterfeit 
Clinics” in major cities through- 
out the country. The clinics are 
currently being sponsored by the 
various Federal Reserve banks. 
Thus far, they have been held 
in Louisville, Richmond, Minne- 
apolis, Memphis, and San Fran- 
cisco. The clinics are generally 
held for bank employees, but 
have included representatives of 
savings and loan associations 
and department store cashiers. 
In a typical clinic, enlargements 
of genuine and counterfeit notes 
are projected on a screen, and 


the faults of the counterfeits ~ 


pointed out by a Secret Service 
expert. Round table discussions 
are held, at which helpful ideas 
from bank employees as well as 
Secret Service men are heard. 
In several cases, bank officials 
have been so impressed that they 
requested additional meetings. 


Check With Banks 

The Secret Service is fully 
aware of the important part re- 
tailers can play in anti-counter- 
feiting efforts, but lack of man- 
power will limit Secret Service 
participation in clinics which 
could include large numbers of 
individuals from the merchan- 
dising trades. However, retail- 
ers interested in attending such 
clinics should check with their 
local banks to determine whether 
one is to be held in their area. 
If so, they will be most welcome. 
Local clinics sponsored by bank 
officials who have attended the 
government-supported sessions 
are also urged as a practical way 
of spreading this type of in- 
formation as far as possible. 
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These products are top quality and priced right. 





Packaged for maximum sales appeal. 
Pre-sold to your customers by advertising in such popular national 


magazines as Good Housekeeping and American Home. 


PUSH THESE EASY-TO-SELL SAMSON LEADERS 


TITE-ROPE CLOTHES LINE str 


Strong multi-strand wire line . . . testing over 
330 pounds... protected by tough, gleam- 
ing white plastic covering. Cleans with whisk 
of a damp cloth. No stretch, no rust. 
Packed twelve 50 ft. hanks, usually 
several connected, in colorful 

display carton. 










: 
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Solid braided flexible cotton line 
with glazed finish. All honest 
cotton yarn — much stronger than 
ordinary lines. Twelve individually 
wrapped 50 ft. hanks, connected 
in pairs, to a display carton. 


CARRY THE COMPLETE SAMSON LINE 


Samson can supply you with Braided Cotton Cord of all kinds, colors 
and sizes up to 1 inch diameter — including other clothes lines; Spot and 
other sash cords; shade cord; Venetian blind cord; masons’ line; awning 
line; garden line; marine cords; solid braided rope, etc. Check your stock 
and order from your jobber today. 


SQMOCON 622 AGE WORKS 
BOSTON 10, MASSACHUSETTS 
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A customer looks over the 
saddlery and harness items 
shown in the Hardy store. 


From Saddles to Hardware 


Pasery-escut years 
ago the Hardy family was in the 
harness and leather goods busi- 
ness in Navasota, Tex., a town 
of 7,000 people today. C. R. 
Hardy, son of the founder, con- 
tinues to handle these lines but 
strictly as part of a _ general 
hardware store. As tractors re- 
placed horses and mules on many 
farms in the area, the Hardy 
store began to add hardware 
lines until today it is a general 
hardware store with a harness 
and leather goods department. 

“We continue to stock horse 
collars, saddles, small harness 
and blankets and accessories. 
Originally, we made all these 
items; but now it is more profit- 
able to buy them from manufac- 
turers,” says C. R. Hardy. With 
many horses used in the area 
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Hardy Hardware started 38 years ago as a 
harness and leather goods shop but it has 
evolved into a profitable hardware store 


served by the store, many har- 
ness and saddlery items require 
repair and replacement from 
time to time. In fact, the repair 
section of the harness and sad- 
dlery department of the store is 
the mainspring of that part of 
the store. 


Sees Other Items 


“Often a farmer’s only reason 
for coming to town may be to 
get harness repaired,” says Mr. 
Hardy. “If he has to go to a 
shoe repair shop for this service, 
he may not even visit our store. 
Though his only intent is to get 
some harness repaired, he will, 
99 times out of a hundred, when 


he visits our store for that pur- 
pose, see other items he will buy 
on impulse. All ‘plus’ sales, these 
mount up to a large total in the 
course of a year.” 

Located in the rear of the 
store, the 8 by 10-ft repair de- 
partment is in charge of a vet- 
eran saddle maker, and while in 
a section of Texas in which there 
are few, if any, cowpunchers, 
there are many riding enthusi- 
asts. With horseback riding a 
sport that is increasing in popu- 
larity throughout the country, 
the Hardy store caters to that 
interest, to its profit. 

Many saddles, even in the area 
served by the Hardy store, are 
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NEW design 


large escutcheon shown with 
WESLOCK No. 230 five-pin 


tumbler entry lock set. 





WESLOCKS provide you with lock sets and decorative trim of the most 
advanced design and highest quality for every door in the house. For example, the NEW Lyric escutcheon 
shown gives anv home an outstanding touch of luxury...yet the cost is so low that it can be included in faite 
most modest budgets. Quality construction, beautiful designs, low cost and wide selection are all reasons why 


WESLOCKS are accepted by Architects, Builders and Lending Institutions. Send for the latest catalog. today. 


MANUFACTURING CO. a> 
1420 So. Evergreen Avenue WESLOCKS 
’ Los Angeles 23, California \e’ 





Another WESLOCK Installation: 


5,000 Norwalk Manor Homes, 
Los Angeles County, Calif. 
FHA and VA insured 


Builder: 
Milton Kauffman, Inc., Los Angeles 





Hardware Contractor: 
Sterling Wholesale, Gardena, Calif. 
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SNAP HOOK 





CAN’T RUST 
Made of high strength No-Rust Alloy 
Built to Navy Specifications 





aw Order % inch size which 
covers practically 100% 








user requirements. 





Onder now from your wholesaler 
PRODUCTION ENGINEERING CO. 


Berkeley 10, California 


iO T-Melilelelesan@liicelelolg 
Thermometer Field— 


wt, impartial consumer survey proves that 
the first choice in the growing indoor-oute 
door thermometer field is 


MARSH Do-/emp 


It leads in every way—in beauty, in utility, 
in accuracy, in value. Shows outdoor tem- 
perature on top scale; indoor, on lower 
scale. First fully mechanical, unbreakable, 
indoor-outdoor thermometer. Dial is rich 
dubonnet with gold letters and speedometer 
pointers; case beige gray in gleaming plas- 
tics. A distinctive and practical thermometer 
that has definite customer appeal. 


$7 50 Retail, complete with outside bulb 
5 and tubing (Size, 34’ square.) 


JAS. P. MARSH CORPORATION 
DEPT. 20, SKOKIE, ILLINOIS 


Precision Instruments Since 1865 
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C. R. Hardy (right) watches his saddle maker doing a repair job. The complete 
lineup of tools used by the expert are shown in use and upon the bench. 


sold through mail order catalogs. 
3ut says Mr. Hardy, “A man 
needs to be fitted to a saddle just 
as he does for a pair of shoes. 
Lowering or taking up the stir- 
rups isn’t going to give him a 
pleasant ride if the saddle isn’t 
the right size for him. A saddle 
maker can give him the right 
saddle for his needs.” 

Often owners of riding horses 
are interested in other outdoor 
sports and so are customers for 
other sporting goods sold by the 
store. “These people,” says Mr. 
Hardy, “are continually looking 
at guns and fishing tackle. They 
will keep buying . . . not because 
they need new equipment. If 
they like the feel of a new fly 
rod, though they may have a 
dozen others, they’ll buy the new 
one. The same is true of guns.” 
Unless a store has a_ saddle 
maker, says Mr. Hardy, it is bet- 
ter to sell the rider a new saddle, 
which is what the store does un- 
less only minor repairs or re- 
placements are needed. He points 
out that “saddle making is an 
art that takes both skill and 
time. And the customer won’t 
like the charges for a _ rebuilt 
job.” 

“Farmers often have to come 
to town in a hurry. They don’t 
like to shop around in their old 
work clothes,’’ Mr. Hardy con- 
tinues. “They feel at ease in a 
store where they are known, and 
to accommodate them, we carry 
about everything the farmer 
needs. We have found that many 
prefer to buy their garden seeds 
in bulk, so along with packaged 
seeds we stock a full line of bulk 
garden seeds. And we also carry 


tomato, cabbage and other popu- 
lar vegetable plants.” 

Mr. Hardy has learned that if 
anything aggravates a farmer 
it’s to tell him, ““We don’t have it 
—but we can order it for you!” 

“Every farmer,” says Mr. 
Hardy, “has a mail order catalog 
at home. He can order for him- 
self. But he does not want to 
wait. He wants what he wants 
now! And he depends on his 
source of supply to have it when 
he calls for it!”” He says that his 
leather repair department is a 
profit maker aside from its traffic 
pulling advantage. “And it’s a 
service of which every farmer 
must avail himself several times 
a year.” 


Gas Industry Urged 
To Emphasize Value of 
Automatic Gas Range 


AMES F. OATES, JR., chair- 

man, The Peoples Gas Light 
& Coke Co., recently emphasized 
the fact that the gas industry is 
in no sense a monopoly. Mr. 
Oates said the fuel is highly 
competitive and free enterprise 
cannot exist without competition. 
He continued saying lack of com- 
petition is the cancer at the heart 
cf the European nationalistic 
system, and our salesmen are the 
field men who make competition 
work. 
- Julius Klein, vice-president, 
Caloric Stove Corp., gave an in- 
teresting picture of the elec- 
tric range competition today. 
Although the unified promotional 
efforts of the entire gas industry 
succeeded in reversing the trend 
of sales of electric ranges in the 
last half of 1949, Mr. Klein 
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pointed out that competition is 
increasing with the electric in- 
dustry again dominating national 
advertising pages and television 
advertising. More than 38,000 
salesmen have been trained to 
sell electric ranges while the gas 
industry last year trained 2150 
men. The public doesn’t know 
the gas range can do everything 
the competition can do and more, 
he said. The gas industry needs 
to demonstrate the modernity of 
the automatic gas range. 

Dr. Sylvia A. Sorkin, econo- 
mist and consultant, St. Louis, 
offered a few new rules for suc- 
cessful salesmanship under the 
title “Your Personality Is Show- 
ing.” She held that personality 
played a most important part in 
effecting sales and suggested that 
sales managers try to cultivate 
outstanding personality traits in 
training men. 


New York Hardware Man 
Lands Big Fish 


ILLIAM W. LEWIS, gen- 

eral manager, Fiwale 
Equipment Mfg. Co., 105-107 
Reade St., New York City, dis- 
tributors of builders’ hardware, 
is the smiling gentleman pic- 
tured here with the big sailfish 
he landed off Fort Lauderdale, 


Fla., last winter. Thrilled and. 


exhausted by his fight with the 
6-ft. 10-in. fish, which weighed 
in at 51% lbs., he later was the 
recipient of a sterling silver sail- 
fish button and a citation from 





Mr. Lewis and his prize 
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 (40CKS FREEZE AT (©)(0)' 
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(DUST FREEZES LOCKS aie 


or LOCKS THAT STICK 
OR RUST OR FREEZE, 


THE BEST PROTECTION IS 


LOCK-EASE f 
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Syuutt RAIN on SHINE 7 on COLD 
LOCK-EASE GIVES YEAR ROUND PROTECTION 
AMERICAN GREASE STICK CO. musnecon, micnican 





“ NULCAN - 


ELECTRIC SOLDERING TOOLS 


4 
’ [ \ 
\ \ y 
accidental contact with hands or body, yet 


A superior soldering tool for 
16° Yo" Ye" 1" Me" 19%" 1%" 19%" maintains it at the correct temperature 













skilled workmen, who have 
to do precision soldering at 
high speed. 








OTHER EXCELLENT VULCANS 
Plug Tip, Pygmy and Mercury 


SOLDERING TOOL HOLDER \ 








VULCAN ELECTRIC COMPANY 
DANVERS 3, MASS. 


Maker of Vulcan Electric Soldering Tools, Solder Pots, Glue Pots, 
Branding Irons and a wide variety of Heating Elements for assembly 
into manufacturers’ own products 
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the 20th annual sport fishing 
festival, for his angling prowess. 


VA | For many years, fishing has 
yO | been one of his leisure time pur- 


sells the 


suits and he has fished streams 
in many parts of Canada, being 
particularly fond of trout fish- 
ing. As a young man he spent 
numerous summers hunting, 
fishing, canoeing and camping 
in remote parts of Quebec and 
Ontario and has written many 
articles on his experience. 


~ YANKEE” 


130A Q-R Spiral 


Describing his experience in 
landing the sailfish he says that 
it was “the thrill that happens 
once in a lifetime.” After wait- 
ing more than an hour for some- 
thing to happen he got a strike 
which nearly bent the rod in 
half. He says, “I started reel- 
ing and the big fish ran. Then 
he jumped and what a wonder- 
ful sight to see him coming 
| down fighting to shake the hook. 
He circled from starboard to 
port and sounded. A second later 
he was running out and up he 
came out of the water again 
fighting for his life. Again and 
again he circled, then sounded, 
| then ran and jumped for the 
third time and, for a moment, I 
thought he was lost but my line 
held him. I wondered how long 
I could keep reeling. I knew that 
if I were to stop I’d lose this 
coveted prize . . . Automatically 
I kept winding away and finally 
brought him alongside the boat.” 
His unusually fine catch is 
mounted on the wall of his most 
attractive office. 
































A tool that makes time for 
your customers makes sales 
for you. The ‘Yankee’”’ 
130A converts a simple, 
easy push into a power- 
spin that drives the screw 
home. The quick-return 

(Q-R) spring automati- 
cally returns the handle 
for another power drive. 
Keeps the bit in the 
screw slot. Makes an 

easy one-hand job of 

driving and drawing 

screws even in awk- 
ward positions... 
overhead or down be- 
low, in narrow places 
or “blind” applica- 

tions. That’s the 

kind of speed with 
manpower econo- 
my aman can see 
in a moment and 

buy without hes- 


itation. That’s 
worth money 
on the assem- 
bly line, in the 
shop, for all 
kinds of mainte- 
nance work. Built 
to do hard work 
the easiest way... 
for years and years 
of willing service. 





Hardware Humor 
By Hardware Age 
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UGGESTION 














bits with counter= 
centering sinks 


sleeve 
THE TOOL BOX 


STANLEY OF THE WORLD 
MFG. CO. 


extra sockets 


bits 
| / 
L / 
“YANKEE TOOLS 
NOW PART OF 


NORTH BROS. 


drills ° 












-ALI- 


Philadelphia Sa. fa. 


"Just a minute, Jenkins!" | 
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ARMSTRONG BROS. 


Better PIPE TOOLS 





CHAIN 
TONGS 


“Reversible,” “Standard” and “Ideal” types, 
in all sizes. Jaws are drop forged from spe- 
cial steel, are carefully milled, heat treated 
hardened and tested. The Handles are forged 
spring steel. The Chains are proof-tested to 
2/3 catalog strength (1,200 Ib. to 40,000 
lb.). “Reversible”? Jaws give double jaw life. 
“Standard” jaws have extra bearing om the 
handle and forged-in chain guides. The 
“Ideal” Tongs have V_ shaped 
teeth for a sure grip on irregular 


shapes—fitting-, ete. 


ARMSTRONG BROS. TOOL CO. 


“The Teol Holder People” 
5214 W. ARMSTRONG AVENUE + CHICAGO 30, ILL. 














The Best Are 
McGILL BRAND 


mouse and rat 
TRAPS 





e METAL OR WOOD TRIGGER 
e FOUR-WAY ACTION 
e OIL TEMPERED SPRINGS 


McGILL METAL PRODUCTS CO. 


Marengo, Illinois 
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No wonder FILTER-VENTS keep 
on selling fast and steady! It's the 
original filter ventilator, gives 
draftless, smog-free, dust-free 
ventilation, because the patented 
filter cleans air thoroughly. Made 
of heavy gauge metal backed 
with screen-wire in four sizes to 
fit all windows. 


THE F. E. SCHUMACHER CO. 


Hartville, Ohio 











where there’s a window. 


there’s a profit... 


FPILTER-\ ENTS 
fLouver-Wents 


pull profits 


out of air! 


Schumacher's LOUVER-VENT, with the 
exclusive "REDDY-LOC" is a familiar 
item in busy sales-books. "REDDY- 
LOC" means no rattle, no danger to 
children from open windows... 
protection your customers want! You'll 
do better than ever this year with 
the fast-moving LOUVER-VENT! 


Other Schumacher 
sales-makers! 


You'll get new ideas about profits, 
too, with Schumacher window 
screens, screen doors and com- 
bination doors. All of highest 
quality workmanship, all tried and 
proven sellers. Better write for de- 
tails now . . . get ready for sales, 
because these items really move! 





FASTER SALES 
MEAN 
MORE PROFITS 4 







ROTARY 


/ POWER MOWERSE 





PRICED TO 
RETAIL FOR 







Sie Airfoil shaped blade gives smooth 19” cut to fine 
lawns with ease. The HOMKO Rotary Mower is the latest develop- 
ment for cutting high grass and weeds. A maximum of SAFETY, 
STRENGTH, and LONG LIFE is obtained from the ALL STEEL 
GUARDS AND FRAME. Powered by the latest VERTICAL TYPE, 
DIRECT DRIVE, NATIONALLY KNOWN, 2. H.P. 4-CYCLE ENGINE. 


DEMAND DEPENDABLE HOMKO—TRULY A QUALITY PRODUCT | 


MANUFACTURED BY 


WESTERN TOOL & STAMPING CO. 


THE LEADER IN THE POWER AND HAND MOWER FIELD 
2725 SECOND AVENUE DES MOINES 13, 1|OWA 
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CAYSTALMIST 
REMOTE CONTROL 
LAWN SPRINKLER 


The Finest Sprinkler -Wert le Rain 
* LAWNS 


Saves: s=: 


* HOSE 










...at a Slight 
Tug of the 
Hose 


Pat. Nu. 2269882 


... REGULATES SPRAY or SHUTS OFF WATER! 
No Walking Back and Forth to Water Tap 


Home Owners everywhere are demanding the Crystal Mist Remote 
Control Lawn Sprinkler. The only Sprinkler with REMOTE CONTROL—a 
slight tug of the hose shuts off or regulates rain-like spray 5 ft. to 45 ft. 
It saves time—steps—lawns and hose. Precision made and GUARANTEED. 


FREE WINDOW STREAMER! COUNTER DISPLAY! MATS! 


Tie-in with HOUSE & GARDEN, HOUSE BEAUTIFUL and SUNSET Ads 
appearing in May and June. Be sure to stock—don't disappoint your 
customers. Dealer Helps are free and available NOW. 

Order Today! Dealer price $4.50 — 6 to Carton—Cive Jobber’s Name. 


CHICAGO ROLLER SKATE CO. 





SPRINKLER DIVISION 
4471 W. LAKE STREET CHICAGO 24, ILL. 




















Part of the woodworking machinery display in the approach to the store's service shop. 


Service Shop Also Serves As 


A Power Tool Demonstration Unit 


W:: EN a_ prospect 


walks into the power tool depart- 
ment of Mahowald’s Sporting 
Goods & Hardware, Faribault, 
Minn., population 14,527, he can 
glimpse the complete service 
shop of the firm, in which sev- 
eral power tools are constantly 
used. 

Then if he asks Irving G. 
Mahowald, owner, or Frank Sie- 
gert, repair shop manager, ques- 
tions about a drill press, for ex- 
ample, they can take him into 
the repair shop about 20 ft dis- 
tant and put the drill into opera- 
tion for him. 

“Demonstrations of this type 
help considerably in selling such 
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Helps sell service shop jobs and interest in 
purchase of equipment for home workshops 


tools,” Mr. Mahowald reports. 
“Frank is able to explain the 
tools as he operates the drill 
press and the prospect likes to 
watch and listen.” 

Many service shop customers 
like to walk into the service de- 


Frank Siegert, service manager, shown 
operating a drill press mounted on 
a board base atop an old washing 
machine, which with its casters pro- 
vides mobility. A mounted cab tiring 
machine, wheel balancing jig and a 
grinder buffer head are also part of 
the equipment here. 
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WHY? 


There’s a mighty good reason 
for nation-wide comment . 


BECAUSE — 


PITEGOFF IS BIGGER 
and BETTER THAN EVER 


We are highly flattered and thankful to 
Jobbers and Dealers everywhere who 
always place their faith in PITEGOFF 
integrity 


TOP QUALITY 
LOWER PRICES 
LOWER INVENTORIES 
QUICKER PROFITS 


Keep talking about PITEGOFF Brushes. 
Theyre worth talking about. Remember 


that 
AINTERS 
REFER 
ITEGOFF 


Complete line of Nylon and 100% Pure 
Bristle Master Painter Household and 
Artist Brushes. 


PITEGOFF BROTHERS, INC. 


320 VAN BUREN STREET 
:} tele) 48 4. iy ara. Fae & 


Makers of Quality Brushes 
_.. for TWO GENERATIONS... 








» most profitable " 


merchandising idea in 
years... now ready 


for summer selling! 





, gmt _ () - 
gorge MAINE 


Boman 
BE MSs 


in the new... cleaner... : 








smaller ...handier... 
over-the-counter 
KARI-KARTON 


Lower priced — bigger profits! At- 
tractive, fully explanatory display box 
sells itself. WRITE TODAY FOR 
YOUR PRICE! Don't miss _ this 
chance for extra profits from 

your garden department. 


ACT TODAY! 










maine mining co., boston, mass. 

















BATH SPRAYS 


Aa SPay 


Si ALY aPlap 


semac on avgnen mee eo: 
SUNT 8 TON mea 





PROMPT DELIVERY IN 
ANY DESIRED QUANTITY 


BIG Summer Sellers. Popularly priced for 
fast turnover. No-Splash Spray—all rub- 
ber heads—kink-proof corrugated and hex- 
agon tubing. Assorted attractive pastel 
colors. Beautifully packaged. Write at 
once for latest catalog and prices. 


SCHACHT RUBBER MFG. CO. 


DEPT. H HUNTINGTON, INDIANA 
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partment and talk to Mr. Siegert 
about a washer, vacuum cleaner 
or other repairs. To reach the 
service shop, they must walk 
past the display of woodworking 
and other machinery. Many such 
service customers are mechani- 
cally minded, notice the power 
tools and often become inter- 
ested in them 

The store’s service shop and 
power tool display is on the first 
floor in an up-front location of a 
building extension, which con- 
nects with the main store. Traf- 
fic flows very easily from one 
show room to the other through 
a large arched entrance in the 
dividing wall. 


A Handy Aid 


As a handy work aid, Mr. 
Siegert has rigged up an old 
washing machine in an interest- 
ing manner. A thick board base 
has been placed across the top of 
this old washer and anchored to 
it. Then, on the board base, Mr. 
Siegert has firmly attached a 
number of items. 

The major piece on the board 
base is a half-inch drill press. 
Another piece is a cab tiring 
device for velocipede wheels. 
Still another tool is a wheel bal- 
ancing jig for bicycle wheels. 
The board base also has a firmly 
mounted grinder buffer head. On 
a lower level, attached to the sup- 
porting crosspieces at the bottom 
of the washer structure, Mr. 
Siegert has mounted a 15 amp 
electric arc welder. 

“The washer is on wheels,” re- 
ports Mr. Siegert, “and can be 
moved very easily to any part of 
the service shop or store. It’s a 
mighty handy ‘thing to have to 
facilitate work. I can bring it up 
close to the work bench if I need 
it for certain operations, or push 
it back out of the way when I 
need bench space for other types 
of work.” 

Mr. Siegert learned a lot of 
his mechanical and repair know- 
how in the U. S. Army. In the 
Mahowald shop he handles about 
every type of small and large 
appliance repair. 

Because Faribault is in the 
heart of an excellent summer 
vacation area, with many lakes 
and rivers, the Mahowald repair 
shop also secures many outboard 
motor repairs. A large number 
of gun repair orders come in, 
because the store sells many guns 

(Continued on page 164) 
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REFILLABLE 





Shanon Gl aud Schad Co 


BOSTON 10, MASS. 
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\ ROUND HERS wooo SCaEWS ? COMPLETE 
FASTENER 
DEPT.! 
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2 SEPARATE GROUPS 
EACHGROUP 
= 1 FOOT nN 
OF SHELF 
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SOLID BRASS and ELECTRO GALV. STEEL 


Shanon Goal and Sette Co 


BOSTON 10, MASS. 
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Bedroom closet Door with Richards-Wilcox Vanishing Door Hardware. Note that the door does 
not interfere with the chair, and does not take up any passage space between the bed and wall. 


Recommend the NEW 
VANISHING DOOR HANGER by Richards-Wilcox 


Here is our latest, newest contribution to modern living 

convenience—an advanced sliding door hanger applicable 

to installation in the thinner walls of modern residential 

construction—R-W No. 1019 Silver Streak. Note, par- 
) ticularly, these desirable features: 


AU ca 


1. The track is made of very heavy non-corrosive aluminum. 


2. The highly finished ball-bearing wheels are made with 
solid laminations of fabric impregnated with a plastic 
which assures long wear and silent operation, The hanger 
is vertically adjustable. 


3. The NEW aluminum track is easjly adaptable to instal- 
lation for operating parallel wardrobe doors. The tracks 
are simply installed back to back for operating doors as 
thin as *4”. 


Another Richards-Wilcox Standout 
R-W’'s No. 020-2 BLUE STREAK 


Self-Lubrication Door Hanger with OILITE BRONZE BEAR- 
INGS (Perpetual Lubrication) 


STENER 





SILVER STREAK 


R-W No. 1019 NEW Vanishing 


For doors 1%" to 22” thick, weighing up to 300 pounds... on 
Door Hanger and Aluminum Track 





garages, warehouses, factories, stores, barns and similar buildings. 


* - 
RICHARDS 
WILCOX a j 
” * 
‘W “A HANGER FOR ANY DOOR THAT SiiDES” 
“UROR» AURORA, ILLINOIS, U.S.A. Branches in all principal cities 
o.- 0.4. ni oe. ule emelole) Mt lel: Lar Wi) es a] |eelole) Lr Mb all] |< meme? | Vel Mvlele) Lar Msell yt i 


OVER 70 YEARS INDUSTRIAL CONVEYORS & CRANES «© SCHOOL WARDROBES & PARTITIONS 
sea 7 Nie) eee) Meld. TN. em selelia. ld if 
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Part of the Fall Fair 
display, including a 
large, three-dimensional 
effect showing the com- 
pany's large corner 
building. Some of the 
14 departments are de- 
picted in the other 
photographs shown in 
this illustration. 
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Another portion of the exhibit with pictures showing some of Swank's other departments. 
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The store's giftwares department was 
glamorized in this illustration by a 
comely young woman holding one of the 
cocktail sets available in the store. 





Asx people in al- 


most any community in the 
country what is meant by 
“swank” and they will imme- 
diately tell you it concerns 
style. To people in Johnstown, 
Pa., and for many miles distant 
it is the name of a big whole- 
sale and retail hardware firm, 
established in that city in 1862. 


Dramatized Departments 


For many years, in Septem- 
ber, Swank’s retail division—a 
hardware department store— 
has told visitors at the annual 
Cambria County Fair about its 
activities in a variety of ways. 


HARDWARE AGE, JUNE 1, 1950 


Fair Display 


A most unusual approach was 
used at the 1948 fair when the 
store dramatized its 14 basic 
departments with a_ photo- 
graphic illustration of its at- 
tractive corner building, to- 
gether with 27. glamorized 
photos tying in with the main 
sections of its retail operations. 
Each department had at least 
one glamorization, although 
there were two or three for 
some units of the big store, all 
pictures in their original form 
being square. 

Each afternoon and evening 
of the Cambria County Fair the 
Swank exhibit was the scene 





This railway station scene is highly sym- 

bolic of the luggage and travel acces- 

sories department. All luggage shown 

is from store stocks. Part of the platform 

canopy shown suggests the letter "T" 
for "travel." 





Home electrical appliances featuring 
automatic laundry equipment for the 
weekly wash and an attractive model. 


of an electric organ concert, 
played on a unit from the 
store’s own regular merchan- 
dise stock. During the musical 
hours the concerts continued 
for 20 minutes, with 15-minute 
intermissions, for three hours 
in the afternoon and two hours 
each evening. The music was 
mostly hymns or popular music 
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of a type appealing to farmers 
and other devout church-going 
people. Three members of the 
company’s staff were present at 
all times to answer questions 
about specific merchandise and 
to hand out literature about 
the different departments and 
wares in the store. 


Built Good Will 


As R. J. Glock, president, The 
Swank Hardware Co., said of 
this display and its 27 photos, 
“We attempted to glamorize 
and draw attention to our lines 
and 14 basic retail departments 
by dressing up our Fair dis- 
play. Hardware and other lines 
were dramatized by showing 
actual applications of various 
merchandise. It was a good will 
builder and our idea was to 





get some media that would 
bring people into the store. We 
accomplished what we wanted 
in every respect.” 


They Told the Story 


Obviously, it would have been 
difficult for the company to have 
had all of its 14 departments 
represented by the merchandise 
they carried. Limitations of 
space would have made such a 
procedure extremely difficult. 
Such being the case, the use of 
illustrations filled the gap and 
made it possible for those at- 
tending the Fair to have visual 
proof of the extent of Swank’s 
range of merchandise. 
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This illustration was in reality an action por- 
trayal of power woodworking tools in use. 


That the display attracted 
considerable attention during 
the Fall Fair is evidenced by 
the illustrations on page 116 
of people congregating in the 
exhibit space. Furniture and 


== 


Carpenters’ tools floor coverings and other inci- =a 
were featured in dental furnishings in the dis- 
this illustration which play space were from the com- 
showed a carpenter pany’s own stocks. All other 
als — pictures are copied from the 
square photographs used in the a 


display space. 


Swank's extensive 
contract builders’ 
hardware operations 
received recognition 
with an attractive 
doorway equipped 
with appropriate 
hardware. 
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TOM HENDERSON 
FAMOUS COLLIER’S CARTOONIST 


"Boy, what-ta tight squeeze, 


it's a good thing... 
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FOUNDED 1849 — EVERY HAGER HINGE SWINGS ON 100 YEARS OF EXPERIENCE 
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Here is the center of the store's toy department. More toys flank it on either 


side. The special wooden rack, at a low level, features books for the children 


A 25 -ft. 
The 


A TOY department 


which does a fine volume 12 
months of the year has been de- 
veloped by Karls Hardware Co., 
Madison, Wis. 

Some effective sales psychol- 
ogy has been used by the store 
management in displaying the 
toys. For example, a_ sizable 
showing of children’s books was 
placed at the lower part of a wall 
location so that children could 
easily see them. A neat wooden 
rack was used, with slots, so that 
the books fit into them very 
neatly. 

As children come into the 
hardware store with their par- 
ents, they wander over to the toy 
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Display Sells Toys 
Year ‘Round 


Neighborhood store uses section to promote 
sale of toys, juvenile books and wheel goods. 
Convenience to customer an important asset 


and book section while their 
elders are making other pur- 
chases. The children stand in- 
specting and reading the books, 
and it is here that the parents 
usually find them. 

While both parents and chil- 
dren are at the book display, they 
can see a wide variety of toys on 
the upper shelves, toys which 
make excellent gifts for birth- 
days and other occasions. 

“We are gradually introducing 
more children and parents to our 
25 ft long toy section,” explains 





Norbert J. Huettl, one of the 
owners, “and the result is that 
they usually come here first when 
looking for toys. During the 
Christmas season we enlarge our 
toy displays, but we find it profit- 
able to keep a 25 ft section where 
the public can see it the rest of 
the year.” 

Mr. Huettl also points out that 
because the store is located close 
to a residential area, parents and 
children would rather go there to 
look for and buy a toy than 
make a special trip down-town 
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ATTRACTS 
ATTENTION 
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Show room and main 
office of Suburban 
Propane Gas Corpo- 
— Whippany, 
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GET YOUR SHARE OF SALES 


TO CONTRACTORS 
FOR VOLUME PROFIT. 


Contractors use large quantities of Kay-Tite for two purposes: 
1. Control water seepage. 
2. Exterior and interior finishing of masonry. 
You as a hardware supplier to contractors, large or small, 
have the opportunity to cash in on 


this market... 


Kay-Tite is available in 50 lb. 
drums. List price $11.00 for white 
and all colors (except green and blue 
$14.00). 50 lb. drum covers approxi- 
mately 500 to 750 square feet. 





Order from your jobber. 








WEST ORANGE + _NEW JERSEY. 


_ More than 20 years of -satistact perform 
emwrrs j . boty 

Bose PEERED EES, Es 
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WHAT'S NEW 


Latest Information on New Hardware Merchandise 








(Continued from page 13) 
rain, and snow. Coronet made 
in solid colors of combination of 
two colors in baked on enamel. 
Made in widths from 30 to 72 
in., and retails from $11.95 to 
$16.95. 


Aluminum Leader Holder 


Presto Mfg. Co., St. Paul, 
Minn., is making a_ one-piece 
aluminum leader. holder. Each 





takes one long wire or gut leader. 
Dry-stamped clips at bottom se- 
curely fasten hook and spinner 
permitting leader cable to coil 
itself inside the holder. Will not 
rust or corrode. Priced at 15 
cents each; packed 12 to four 
color counter display. 


Automatic Door Hinge 


The Pittcomatic, double-acting, 
automatic power hinge, now 
being introduced by the Pitts- 
burgh Plate Glass Co., Pitts- 
burgh, Pa., is a small electric-hy- 
draulic apparatus said to control 
250 Ib. glass doors with a 
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feather-like touch. The new “in- 
visible doorman’’ hydraulic 
power hinge goes into action 
when the vertical door handle is 
pushed. A microswitch in the 
handle activates the mechanism. 
It requires no posts, channels or 
air compressors and may be used 
as street entrances or store- 
fronts where doors are flush 
with the sidewalk line. The door 
will operate in either direction. 
If the door is in the closing cycle 
and another pedestrian starts 
through, the door will reopen 
immediately when the handle is 
touched. The hinge can be set 
to time the door opening speed. 
The only wiring necessary is the 
suply of 110 V A.C. to the 
timing relay. 


Pinking Shear 


Henkel-Clauss Co., Fremont, 
Ohio, has devised a lightweight 
pinking shear incorporating all 
features of larger models. Said 
to pink two thicknesses of all 





fabrics. Shear is 714 in. long, 
weighs 6 oz. and length of cut is 
2%, in. Features plastic case. 
Retails for $5.95. Booklets on 
sewing and embroidery available 
upon request. 


Tubular Glass Fish Rod 


The Langley Corp., San Diego, 
Cal., is introducing the Longitu- 
dinal rod of tubular design with 
glass fibers running the length 
of the rod. Embodies advan- 
tages of present glass rods in 
that it will not warp, rust or 
take a set. Line includes bait 
casting rods at $9.50, and fly 
rods from $15-$20, with salt 
water rods to be available soon. 
Maker claims that the rod’s flex- 
power and tip action results 
from the use of Dick Miller’s 
rod-balance measurements. 


Portable Cooler 


Metalcraft Mfg. Corp., P. 0. 
Box 274, 643 Union Ave., Mem- 
phis 1, Tenn., offers a portable 
cooler chest which fits between 
seats or in trunk of car and can 
be carried by one person. Con- 
structed of galvanized steel 
inner-shell. Outer-shell is heavy 
steel with hammertone finish in 
green baked enamel. Insulated 
with Fiberglas in top, bottom 
and all sides. Air-cushioned ex- 
truded rubber between outer 
and inner shell walls fits tightly 








against rubber-edge lid when 
chrome carrying handle is 
snapped into position. 


Sliding Door Hardware 


Two silent sliding door hard- 
ware series, both of which fea- 
ture Nylon, outer race ball bear- 
ing rollers are available. No. 
1600, illustrated, single track 
series is for vanishing interior 
doors and bi-parting closet and 
wardrobe doors up to 1% in. 
thickness. Door is center hung; 
hanger allows three adjustments. 
Three hanger types offered. No. 
1700 double track series is for 
bi-passing doors. All features of 
other series incorporated in this 
group. The Grant Pulley « 
Hardware Co., Broadway at 57th 
St., Woodside, N. Y. 
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Divided Top Stove 


Caloric Gas Stove Works, | 2 ! e L » X 
Widener Bldg., Philadelphia, Pa., @ 


offers a  30-in. four-burner * 


1% | 


in Threaded Fasteners 














divided top model No. 7328-UX. 
Features burners with replace- 
ment guarantee for life of 
range, automatic oven heat con- 
trol and completely removable 
broiler. Backguard has fluores- 
cent light, clock and timer and 
outlet. Observador oven window 
and flush interior light. Avail- 
able to CP standards and with 
automatic oven time control. 





Serrated Collers Set 


Burns Mfg. Co., Syracuse, 
N. Y., offers a serrated edge cut- 
lery set No. 1500 consisting of 
four different size kitchen 
knives and a cook fork in ‘a 
blonde-finished wood rack. For 
the bride season, with each set 
ordered, dealers will receive a 
serrated edge pastry server. 


Imperial Flat Ware 

Imperial Knife Associated 
Co.’s, Inc., 1776 Broadway, New 
York City 19, is introducing 
stainless flatware sets which fea- 


, elles \\ 
HN) AA AAAA AN 


ture hollow-handle knives, blades 
of special cutlery stainless steel 
with saber - grinding; spoon 
bowls and fork tines patterned 
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TRIPLEX manufactures threaded fasteners economically . . . 
yet maintains quality and toughness through its modern 
plant, efficient equipment and handling methods. Next time 
you’re ready to buy threaded fasteners—write or wire for 
TRIPLEX prices. 


The TRIPLEX SCREW Company 


5317 Grant Avenue ¢® Cleveland 5, Ohio 
























CAP SCREWS 


Sizes to 1” x 8”. Hex, 
flat, button or fillister 
heads. 


MACHINE 
, BOLTS 
} Sizes to 1% x 60”. 


Square, hex or coun- 
tersunk heads, 


STEP BOLTS 


Sizes to YW." x 6”. 
Standard heads, fin- 
ished points. 


STOVE BOLTS 


Sizes to 2" x 6”. 
Round, flat or oven 
heads. 


SEMI-FINISHED 
NUTS 

Sizes to 1 4". Ameri- 

can Standard heavy 

ond light, full and 

jam sizes. Milled from 

the bar. 


SET SCREWS 


SET SCREWS 


Sizes to %" x 4”, 
Square heads, oval 
or cup points. 


CARRIAGE 
BOLTS 

Sizes to 1” x 60”. 
Standard round or 
special heads. 

PLOW BOLTS 
Sizes to %&" x 20”, 
American and Many- 
facturers standard 
heads. 





LAG BOLTS 


Sizes to %" x 20”. 
Standard square 
heads and gimiet 
points. 


CASTELLATED 
NUTS 
Sizes to 1%". Ameri- 


can Standard light 
castle hexagon. 











MX Goucwness 


* BOLTS, NUTS AND RIVETS 
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CLEVELAND 
Socket Head 
Screws 


Here’s what the Kaufman Double Extru- 
sion Process does for Socket Head Screws. 
It gives them greater strength by creat- 
ing beneficial changes in the steel’s grain 
flow. Sockets are formed in one opera- 
tion— perfectly concentric, true hex with 
sharp corners, and clean—all the way to 
the bottom. It pays you to stock and sell 
Cleveland Socket Head Screws. 


THE CLEVELAND CAP SCREW COMPANY 
2917 EAST 79TH STREET ae CLEVELAND 4, OHIO 
Warehouses: Chicago, Philadelphia and New York 









\ 


ORIGINATORS OF THE 


(Specialists for more than 30 years in 


Ask your jobber for Cleveland Fasteners 


titrninninn _ 


| KAUFMAN’ Ns ay PROCESS 


_ CAP SCREWS, SET SCREWS, MILLED STUDS 
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WHAT’S NEW 


after a sterling silver design; 
and they are fully graded. Mir- 
ror-bright finish which is re- 
tained. Forks completely pol- 
ished. Four-piece plate setting, 
$3; six-place, 24 pieces, $15, and 
eight-place, 32 pieces, $20. 








Sportsman's Set 


Stanley Insulating Division, 
Landers, Frary & Clark, New 
Britain, Conn., offers the un- 





breakable Sportsman’s set in- 
cluding two one qt. Stanley 
vacuum bottles which are all 
metal with beryl] blue outside fin- 
ish. Each has a 14 oz. chrome 
cup. A stainless steel sandwich 
box, 1314 by 334 by 3% in. said 
to keep sandwiches’ moist. 
Blue leatherette carrying case is 
reinforced at bottom and has a 
zipper closing. 


Atlas Jointer 

Atlas 6000 jointer-planer fea- 
tures 42 in. precision ground 
gray-iron table; 32 by 4% in. 
two-way tilting fence; station- 
ary rear table, sealed for life 
ball bearing, 234 in. diameter 
solid steel cutter head, exclusive 
depth of rabbet scale. Cuts 6 in. 
wide, 4% in. deep. Rear bearing 
cap easily removable so entire 
head can be taken out and blades 





resharpened. When head is re- 
placed, blades position simul- 
taneously. Atlas Press Co., 27033 
N. Pitcher St., Kalamazoo, Mich. 
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Concealed Door Closer 
Norton concealed hydraulic | 
door closer incorporates the | 


double piston principle, provid- | 








ing a back check feature which 
permits unit to be changed on | 
the job for left or right hand 


doors. Equipped with _ inter- 
changeable standard Norton 
coils and synthetic rubber pack- 
ing. Employs one shaft that | 
runs through the center of the 
coil to which is attached a 
ratchet and a gear that moves 
in two oil - impregnated self- 
lubricating bronze bearings. 
Power supplied through gearing | 
providing constant control of 
door from 180 deg. opening to! 
latching position. Norton Door 
Closer Co., 2900 N. Western 
Ave., Chicago, III. 


All-Purpose Saw 


The Capewell Mfg. Co., Hart- 
ford 2, Conn., offers a 360 deg. 
all purpose saw, the Dafile, 
which is designed to fit any | 
standard hack haw frame. It 
is a specially treated steel wire 
with non-clogging teeth cut and 
thrown up spirally around the 
circumference. Designed for 
hard metals, it will also cut 
plastics, wood, plywood. Made 





from mild steel, cyanide hard- 
ened and water quenched. May 
be used for high speed cutting 
in power jig. Available in 10} 
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MADE RIGHT 
DISPLAYED RIGHT 
TO SELL ON SIGHT 



















A COMPLETE DEPARTMENT OF DELUXE 





WHALE NOCOMBO HANDLE SCREW DRIVERS 


=e oe Ae 





Here is a sensational Forsberg display 
board deal designed to give your screw 
driver sales a lift. The display board is 
absolutely free with your order for the 
87 screw drivers that it holds. Tools 
sell on sight . . . so show them to best 
advantage on this sturdy and attractive 
display board. It contains a complete 
and perfectly balanced assortment of 
popular Whale screw drivers that are 
ready to sell . . . bound to -\ 

move fast! Order your free it 
merchandiser today. For a 
faster sale . . . say Whale. 





Here's The Deal 
Display No. WA-2—87 Whale screw drivers— 
the finest quality made. (Detailed listing by 
catalog number on request.) 

This display offers a choice of screw drivers 
to fit any and every need. Features a complete 
line of first quality Whale Nocombo screw 
drivers, including Philips and Clutch types as 
well as the conventional type in round and 
square blades. The round blades are accurately 
cross ground to size. Square blades have new 
stronger grooved construction These screw 
drivers approved by Underwriters Laboratories 
Inc. Every item marked with correct stock 
number. Shipping wt. 61 Ibs. 


FORSBERG MFG. CO. 


125 SEAVIEW AVE. 
BRIDGEPORT, CONN., U. S. A. 
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WHAT'S NEW 


and 12-in. lengths and in rough, 
medium and smooth cuts in each 
length. Inserted in hacksaw 
frame by a pair of links. 











FOR A REAL 


Sue LeAoeR ae 
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SN a TE iceinesl- : line is added juvenile bicycles 


and Ben Hur stabilizers in two 
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That extra length your 
customers want! 120 inches of accurate, more useful 
measuring convenience... jet black markings on an acid- 
resistant, wear-resistant, snow white blade. Recognized 
Carlson quality throughout with the new swing-tip and 
famous Carlson 10-second blade change. 





Fee P.S. For Hardware Week, it can’t be beat... watch for 
z your special promotion packet in the mail. a . : ‘ 
| C€arison > 7 sizes for 16 or 20-in. models. 
i 3ikes equipped with Therm-O- 
B CARLSON & SU LLIVAN, INC. Matic silver brazed frames, New 
* Departure or Bendix coaster 
7 MONROVIA, CALIFORNIA brakes, half style chain guard. 
% ™, Blade produced under Pat. No. 2089209 rp . 
" “ Torrington spokes and _ pedals. 





here iat ee Also wide type fenders, kick 


stands. Finished in DuPont de- 
luxe baked on enamels. with 

Here’ s a Profit Package 

for DEALERS Everywhere 


ivory decorations; red on boy’s 
model and blue on girl’s. Sta- 
The New Wrought Washer #27759 
° MetT most EVERY We 
Self - Service 


bilizer construction is of one 
piece sheet steel and tubing with 


extra wide step and arched pro- 
tector bar. Wheels full sized 8 
in. pressed steel disc type with 
l-in. rubber tires. Stabilizers 
shipped with 20 and 16-in. mod- 
els where specified on order in 
carton with bike. The Westfied 
Mfg. Co., Westfield, Mass. 
containing 60 dime packages of wash- ’ : ‘ ; ey Fence Controller 
ers of every type and description 4 Y és : J x cr Guaranteed Products, Inc., 
, Wellington, Ohio, has developed 
a fence controller with one mov- 
ing part, an electrical relay to 
make and break the shock it 
supplies to electrified farm fence. 
Retails at $19.50. Operates from 
110 volt Ac. 










Here's a way to offer washers to 
your customers without having to 
store them in valuable bin or 
drawer space... without having 
to spend time hunting them up, 
counting or weighing. With this 
new washer sales board, they're 
handsomely packaged on an. at- 
tractive, self-service display, de- 
signed for either standing or hang- 40 packages Stendard Washers —= 
ing in a minimum of space It's 20 Special Assortment Packages 


‘ ninder thi Ils "em, bec: 
aremi ry that sel . a Ause ORDER TODAY 


the customer sees ‘em. , it's a 

small item, but a tidy profit mak- THROUGH YOUR JOBBER 
> . ich , 4 7 

pods Stock and dist lay this Wrot- If he can't supply you, write us direct 
Washer Self Merchandiser, Now. 


WROUGHT WASHER) 
MANUFACTURING CO. 









The World's Lorgest Producer of Washers 


2218 S. BAY ST., MILWAUKEE 7, WIS 








126 HARDWARE AGE, JUNE 1, 1950 





Hold-l1 

Elimi 
ing nut 
removin 





Hold-It 
spring-t 
wall to 
plug. A 
in. 6 poi 
Division 
Corp., F 


Econon 


Lyon 
Aurora, 
clothes s 
commod: 
partmen 
Each dco 
in lock 
clearance 
50 in. w 
high. D 











shut. Le 
chain di 
and is | 


Quick | 


The 
Newark. 
a quicl 
Wilco 5! 
55 minu 
durable 
water 1 


HARDW 





eee ono ce 


n rough, 
; in each 
hacksaw 


Ss. 


5 
bicycle 
bicycles 
in two 


models. 
erm-O- 
2s, New 
coaster 
guard. 
pedals. 
3, kick 
ont de- 
; with 
1 boy’s 

Sta- 
of one 
g with 
-d pro- 
sized 8 
e with 
vilizers 
.. mod- 
der in 
est fied 


Ine., 
eloped 
2 mov- 
lay to 
ock it 
fence. 
; from 





1950 





Hold-Ilt Socket 


Eliminates dropping and los- 
ing nuts, plugs and bolts in 
removing or starting them. 





Hold-It socket features two 
spring-tension pins in_ socket 
wall to grasp and hold nut or 
plug. Available in *%4 and 11/16 
in. 6 point sizes now. Herbrand 
Division, Bingham - Herbrand 
Corp., Fremont, Ohio. 





Economy Locker Rack 


Lyon Metal Products, Inc., 
Aurora, Ill, has designed a 
clothes storage unit. Said to ac- 
commodate 10 persons, all com- 
partments at medium heights. 
Each door equipped with built- 
in lock with two keys. Door 
clearance is 8% by 8% in. Size, 
50 in. wide, 18 in. deep, 76 in. 
high. Doors hinged at top; drop 
































shut. Locking door secures coat, 
chain drops through coat sleeve 
and is locked with door. 


Quick Dry Floor Finish 


The Wilson-Imperial Co., 
Newark, N. J., is introducing 
a quick drying floor finish, 
Wilco 55. Claimed to dry within 
55 minutes and produce a hard 
durable surface which is highly 
water resistant. Reported not 
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PULLIN POWER 


for REPEAT SALES 









Billings LIFE-TIME Wrenches 
SELL THEMSELVES 


with new, sensational 
MAGIC-CLERK’ dispenser 


Pull in more customers — more repeat sales — with 
Billings MAGIC-CLERK — “Square Foot of Magic 
Magnetic Selling Space”. Attention-arresting 
magnetic display bar PULLS ‘EM IN. Makes ‘em 
Stop to try — Stay to Buy! Magic-Clerk contains 
66 LIFE-TIME Wrenches in 3 popular styles —a 
self-selling Wrench Department. Costs you ONLY 
$37.92. YOU MAKE QUICK PROFIT OF $18.96. 


rae Sx 
iFE-TIME Pee 13 





*Pat. App. for 


NEW LIFE-TIME’ WRENCHES 


Famous Billings Quality Wrenches. Made exclu- 
sively for the Hardware trade. Competitively 
priced to bring you extra profits from customers 
who demand the best. 

ORDER FROM YOUR WHOLESALER TODAY! 


* Selected Alloy Steel 


“Bliuncs 


TOOLS WITH TRADITION SINCE 1869 


HARTFORD 


ae 


THE BILLINGS & 











ieLb+E+ 


yo Marommatia Orig 


a 





The Original fa 
Automatic Grip 


SCREWDRIVERS 


... backed by inviting 
displays, substantial 
national advertising, 
outstanding features, 
and unsurpassed 

quality—Hold-E-Zees 

















ORDER 


move steadily THRU 
from your shelves, YOUR 
JOBBER! 


each sale creat- 
ing a satisfied 
customer. 


FOR BOTH 
TYPES OF 
1243329) 
HEAD SCREWS 


One Bit Fits Both Types 


UPSON BROS., INC. 
ROCHESTER 14, N.Y. 














to chip, crack or flake. No filler 
required. A gal. covers 690 sq. 
ft. Finish is not slippery though 
glossy. 


Multi-PurposePowerMachine 


DeWalt offers model GS, 
claimed to be 10 complete ma- 
chines in one power machine 





7] 
rnopeteld 


with 100 uses. Basic unit is 
mounted on light pressed steel 
cabinet. Entire unit weighs 115 
lbs. Features recessed cabinet 
top design permitting easy re- 
moval of saw unit, table and 
table base from cabinet permit- 
ting use as portable power saw. 
Cabinet can be equipped with 
shelves and drawers. Can cut 2 
in. thick material, cross-cut 12 
in. wide and rip to center of 43 
in. panel. Claimed to be capable 
of performing straight and level 
ripping ploughing, grooving, 
tenoning, ' sanding, dadoing, 
light metal cutting, mitering, 
DeWalt, Inc., Lancaster, Pa. 





Cheese Slicer-Server 


Kenneth E. Luger Co., Dept. 
A, 3017 Lyndale Ave., S. Minne- 
apolis 8, Minn., is making the 
Chee-Slicette—an air-lock con- 
tainer, slicer, and server for a 
2-lb. loaf of processed cheese. 
Retails for $1. Slicing knife in 
cover zips down end of box to 
cut even slices to desired thick- 





ness. Made of transparent, 
tasteless, odorless plastic which 
stands scalding water. 





Varmint Cartridge 


Olin Industries, Inc., East 
Alton, IIll., has announced that 
due to the development of three 
varmint cartridges with semi- 
penciled or spire point bullets 
in 250 Savage with 87 grain soft 
point bullet, 270 Winchester 
with a 100 grain soft point 
bullet and 30-06 calibers with 
110 grain bullets, big game rifles 
can be used for varmint shoot- 
ing. Bullets are designed with 
light jackets strong enough at 
stand high velocities, but thin 
enough to upset readily against 
fairly light resistance. 





Clothesline Wire Finish 


Nichols Wire & Aluminum 
Co., Davenport, Iowa, offers a 
non-staining permanent finish, 
Luster-Brite to its never-stain 
aluminum clothesline wire. 
Available in two types, solid and 
stranded. Available in 50, 100, 
and 300 ft. coils, 1200 ft. to car- 
ton. Free counter display stand 
available. 








Withholding Tax Chart 


Delbridge Calculating Sys- 
tems, Inc., 2502-10 Sutton Ave., 
St. Louis, offers a combined 
social security and withholding 
tax chart which shows at the 
end of the year the combined 
figures at a glance and which 
includes a set of separation 
tables which permit quick separ- 
ation. Said to eliminate 46 pct 
of work for accountant. Avail- 
able for $7.50, monthly payroll 
period price, $10. 
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Colored Pocket Level 


The Stevens No. 556 pocket 
level made of % in. polished hex 
aluminum tubing is available in 
four metallic colors. The 514 in. 
long level has a_ pocket clip. 
Color cannot chip, craze or peel 
off, it is claimed. Display illus- 
trated can be made from the 
12 lot shipping container. The 
E. A. Stevens Level Co., Newton 
Falls, Ohio. 


STEVENS 


POCKET LEVE 





Sunburn, Insect Repellent 


Protex-U is a greaseless 
cream said to permit tanning 
without burning. It is resistant 
to water but is removed with 
soap. Sun-screening and insect- 
repellent additives are _ incor- 
porated by a process designed to 
prevent separation under all 
summer temperatures. Maker 
claims a light application in 
evening will assure insect free- 
dom during night. Packed in 
tin tubes, 24 two-oz., three-color 





tubes to carton, to retail for $1. 
Protective Coatings, Inc., Box 
3985, Detroit 27, Mich. 





Reversible Ratchet Wrench 


Lowell Wrench Co., Worcester 
8, Mass., is making a reversible 
ratchet wrench which features a 
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@ Have you seen this? It’s one of the “hottest” items offered 


the hardware trade in many years. 


Our distributors tell us these chests are going like “hot cakes”. 
We've shipped over 9,500 to date. 


The Lamson “Fastener Chest” is a convenient merchandiser 
containing 63 of the most popular sizes of Cap Screws and 
Semi-finished Nuts . . . 2,123 pieces in all. The nine drawers 
are plainly marked as to contents and piece-by-piece sale nets 
you $28.93 profit on an investment of less than $45.00. The 


attractive all-steel chest is yours. 


Better get your jobber on the phone now and order up your 
Lamson “Fastener Chest?’ or write us for additional information. 


THE LAMSON & SESSIONS COMPANY 
General Office: 1971 West 85th Street, Cleveland 2, Ohio 
Plants at Cleveland and Kent, Ohio + Chicage + Birmingham 


ern SESSIONS 
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snap ring design to hold socket 
in head. All steel cap with in- 
tegral collar with heavy bear- 
ings. High tensile alloy handle; 
synthetic finish and streamline 
designed handle with enlarged 
hole for lanyard. Available is 
No. 60 catalog which presents 
this wrench. 


Double Edge Paring Knife 

Mfg. Co., Syracuse, 
N. Y., is introducing a kitchen 
knife with two cutting edges, a 


Burns 


4A o” 
4 “a 


serrated edge and a convention- 
ally ground cutting edge. Blade 
is stainless steel with handle of 
rosewood. Maker says serrated 
edge requires no sharpening to 
keep keen edge. Standard par- 
ing-knife size. 


WHAT'S NEW 


Aluminum Rafter Square 


Sargent & Co., New Haven, 
Conn., offers an aluminum rafter 
square which retains the stand- 
ard 24 by 2 in. body and 16 by 
1'2 in. tongue. Has an alumi- 
lite finish. Back of body is 
marked with rafter factors in- 
dicating proper cuts for seven 
pitches of roofs on buildings on 





any width. Body face shows 
exact length for hip, valley, 
jack and cripple rafters. Face 


of tongue details cuts for 5 to 
10 sided polygrams. Instruc- 
tions for use. 


Rite-Hite lroning Table 


Saginaw Mfg. Co., Saginaw, 
Mich., is making the Rite-Hite 
ironing table No. 5400 which 
has six heights, adjustable by 
in. from 27 to 32. All steel un- 
derframe is aluminum coated. 
Opens and folds in one motion. 
Tops of pine lumber treated to 
make them impervious to steam, 
acids and alkalies. 


Tote-Table 


All-purpose folding table avail- 
able in three sizes. Retails from 
$19.95 to $29.95. Made in stee! 
girder construction featuring 
positive locking center strut. 
Table said to support half-a-ton 
without strain. Tubular alumi- 


num legs are weatherproof. Has 
tempered 


Masonite Presdwood 





table top sealed to be water-ink- 
alcohol resistant. Steel struc- 
ture bright plated, trimmings 
finished in baked enamel. Car- 
ries and stores like luggage. 
Mell-Hoffmann Mfg. Co., Chi- 
cago, Il. 


(Resume reading on page 13) 












OIL 


FUEL 


FILTERS ARE SURE FIRE 








A General Filter on every oil burner instal- 
lation is one way to insure against fires going 
out due to clogged nozzles. Dirt, due to oxida- 
tion, will gradually accumulate in every tank 
so that the older the installation, the more need 
for a General Filter. Contact your jobber or 
write direct to the factory for additional infor- 


mation on sizes, prices, and discounts. 


GENERAL FILTERS 


INCORPORATED 





Deluxe 
Model 2A-300 


Jumbo size for 
large systems 
or dirty tanks. 


size homes. 






pacity for aver- 
age to large 








Master Standard 
Model 2A-700 Medel 1A-25 
Adequate ca- Ideal for small 


homes, space 
heaters, and 
hot water 
heaters. 


12890 WESTWOOD AVENUE ~~ 





DETROIT 23, MICHIGAN 


CANADIAN FACTORY BRANCH: CANADIAN GENERAL FILTERS, LTD., 2679 DANFORTH AVE., TORONTO, ONTARIO 
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TO HELP YOU SELL 


New Displays and Other 
Dealer Sales Helps 





(Continued from page 13) 

of actual operations in hardwood 
forests, on farms and at pulp- 
wood timber stands pointing up 
the line of two-man chain saws 
at work. Story follows the ad- 
ventures of a indigent character, 
Rip Ripley, who envisions in a 
dream the perfect wood-cutting 
equipment, waking to find his 
spouse has hired a chain saw 
owner to fell his timber for fire- 
wood and a profit. 





Pipe Fittings Price Card 

A price card has been issued 
by The Grabler Mfg. Co., Cleve- 
land, Ohio, for its line of pack- 
age-protected malleable iron fit- 
tings and steel pipe nipples. 
Includes description, sizes, di- 
mensions, list prices, black and 
galvanized, carton quantities 
and weights. Space is provided 
for retail price for each type. 
Card is 14 by 22 in. in two 
colors, on heavy stock with a 
metal ring. 


Rotating Tool Display 


P & C Hand Forged Tool 
Co., Portland, Ore., has devel- 
oped a circular revolving display, 
Thrifty-50, which offers two 
items each of 50 tools in the 
P & C line judged the fastest 
sellers. Unit is 18 in. in diam- 
eter, 32 in. high. Tool locations 
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A complete line of precision screws, bolts, nuts 
and allied fastenings from which to stock your re- 
quirements. Rugged, and uniformly accurate, these 
dependable fastenings are the result of scientific 
engineering from selection of raw materials to fin- 

| ished product. Every HOLTITE sale is a completed 
transaction — no complaints, no adjustments, no 
inconvenience. Sell HOLTITE and you give your 
customers that extra measure of quality and sat- 
isfaction that results in profitable repeat orders. 


gory 







5% Bigot eee BNE 
(see ae ee & eee 
| Ce ee 


>= Pe ‘ 71% = » We ass.. U. A 
a a stad cat See 
HOLTITE fastenings are packaged in sturdy, attractive 

boxes designed for rugged use and counter sales appeal. The 
color-coded labels are helpful aids to users of shelf stock. 
Legible type logically positioned identifies contents at a 
glance, and the colors acting as automatic indicators save 
time and error when taking inventory and when selecting 

| customer's requirements. 


| HOLTITE-Phillips Recessed Head Screws & Bolts 


Stock these modern, easy-driving fastenings for home work shops 
and repairs. Driven by hand or power, the bit or driver cannot jump 
from patented recess to mar work or injure operator. More holding 
power, neater appearance ... Specify HOLTITE to your distributor. 


| FOR ANY APPLICATION 


Ws 


a, vy} 
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RE and 


FLEXISEAL 


GLAZING 
COMPOUND 








Flexiseal's superiority to or- 
dinary glazing compounds or 
putty is so apparent that you 
can tell it from just opening a 
can. Look at it! Note Flexiseal's 


extreme whiteness and bril- 
liance of color. Feel it! Note 
how fine, smooth and "buttery" 
it is. Smell it! Note the cleanli- 
ness of Flexiseal’s odor. Every 
can of Flexiseal’s the same be- 
cause every batch must be labo- 
ratory tested and approved 
before filling. 


Flexiseal Glazing Compound 
is used for wood, steel and 
aluminum sash, painting, filling 
cracks, nail holes, boat seams, 
etc. — inside or out. 


CHECK THESE IMPORTANT 
FLEXISEAL SELLING FEATURES 


V Easily applied, Flexiseal 
sets quickly with a tough 
surface skin, but remains 
pliable underneath. 

V Fexiseal has longer string. 

V Flexiseal adheres tena- 
ciously. 

V_ Has longer life than putty. 

VV Won't crack, crumble, blis- 


ter, wrinkle or stain. 


Flexiseal is priced right to give 
you a Good Profit. 


Order from your Jobber or 
write for literature and your 
nearest jobber's name. 


LANDEN 


PUTTY 
MALDEN 


WORKS 
MASS 
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YOU'LL SWITCH TOE 


70 HELP YOU SELL} 


| beacon at top has flashing light. | 








are shadow marked and prices 
and tool number shown. Plastic 


Dealer cost $7.25 for the display 
and $63.96 for the stock. Ship- 
ping weight 50 lbs. 





G-E Refrigerator Circus 


General Electric Co., Bridge- 
port 2, Conn., has prepared a 
give-away promotion, the G-E 
refrigerator Big Top Circus, 
consisting of 60 multi-colored 
cardboard cut-outs, including a 
walking refrigerator, pop-up 
side show, elephants, wild west 
show, animated ringmaster and 
other circus characters. Deal- 
ers to give it to children who 
bring their parents to see a re- 
frigerator demonstration. Avail- 
able is a dealers’ packet includ- 
ing ad mats, store displays, di- 
rect mail pieces, bill board post- 


| 





ers, car cards and movie trailers. | 





| Starrett Tool Booklet 


The L. S. Starrett Co., Athol, 
Mass., has issued a New Tools 
Booklet which describes and 


| illustrates more than 60 new 


tools. Contains 52 pages and a 
chronological table of contents. 





Sash Lock Carton 


Three-color self-carton de- 
signed for Amerock’s Wintite 
sash locks. Each lock is packed 
in a colored visu-seller envelope. 
Blue envetopes indicated 
wrought steel sash locks and yel- 


| low envelopes wrought brass. 
| Matching sash lifts packed in 


stock carton, same size as sash 
lock display carton. Both locks 
and lifts packed 12 to a carton. 
American Cabinet Hardware 
Corp., Rockford, IIl. 











woondD 
JOINERS 


SKOTCH 


A Steady 
Profit Puller 






6” x 10” carton display 
< orinted in red and black 
or on cords for bin display 


Here's a wood joiner thet really 
HOLDS . . . and holds without | 
cutting or splitting wood fibers. 
Applied like a nail. Patented 
prongs pull wood together for 
tight strong joint. Works equally 
well on square, mitre, "T", split or 
dade joints. Perfect for repairs, 
making screens, etc. Easily dis- 


played on counter or in self-ser- 
vice bins. 


Free Sales Helps... 
sone wood joints that show on 


OTCH Wood Joiners plus a new 
counter folder are yours Ask 





your Jobber or write direct for gen- Cnamms 
erous supply. Dept. HAI. 
SUPERIOR FASTENER CORP. je 
2949 ELSTON AVE... CHICAGO 18, ILL. sian 



















__GRIPS LIKE A VISE 








ramous 
NAMES IN 
Naainie 





HARDWARE AGE, JUNE 1, 1950 





OR | 


—— 


Clauss 

Henke 
Ohio, off 
upon wi 
screened 


_— 





of stocl 
take an 
tion. ] 
ment co 
sales to 
20 in. h 
deep wi 


piece 0 


Home 


BR. 2. 
Co., W 
a book 
and Li 
its the 
color i 
fundan 
likes a 
with, i 
one to 
charts 
tions 1 
surface 
them. 


H-l Fi 
Hort 
soe 
for th 
tains 
Mort } 
fresh- 
offers 
when 
trout, 


HARD" 








|, 1950 








TO HELP YOU SELL 


Clauss Display Assortment 


Henkel-Clauss Co., Fremont, 
Ohio, offers a free display panel 
upon which each item is silk- 
screened so if the dealer is out 








of stock on a number he can 


take an order from the illustra- | 
tion. Model C display assort- | 


ment costs dealer $50 and retail 
sales total $83.80. Display stands 
20 in. high, 14 in. wide and 7 in. 
deep with easel. 





NoDrip Tape Display 
J. W. Mortell Co., Kankakee, 


Ill., offers a three-color easel | 


back display which stands 15 in. 
high and is 10 in. wide for 
NoDrip tape. Also available ‘to 
dealers are circulars, and strips 
of the tape wound on a 5-in. 
piece of pipe. 





Home Decorating Book 


E. I. Du Pont de Nemours & 
Co., Wilmington 98, Del., offers 
a booklet, “Color . . . Likeable 
and Liveable” which carries as 
its theme the fact that use of 
color is not an occult art but 
fundamentally, a color which one 
likes and which is easy to live 
with, its likely to be the right 
one to use. Includes spacious 
charts with specific recommenda- 
tions for painting all types of 
surfaces and how to prepare 
them. 





H-I Fishing Booklet 


Horrocks-Ibbotson Co., Utica, 
N. Y., has published “Fishing 
for the Millions,” which con- 
tains 150 pages. Written by 
Mort Norton, it is a summary of 
fresh-water fishing. Mr. Norton 





offers pointers on where and | 


when to find panfish, catfish, 


trout, bass, pickerel, pike, mus- | 
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THE SHINING CABINET HARDWARE 
LINE THAT GIVES YOU EVERYTHING 
* STARRED for quality. design and precision fit. 


SOLD THROUGH 
WHOLESALERS 
ONLY 


LY 





Write tor oer 
complete catalog 
TODAY 





| STARBRITE 


ORNAMENTAL HINGE 






















#215 







For flush doors 
Overall sizes: 
2%" x 2!" 
STAR-BRITE" 
Chrome, nickel 
and brass 
Complete 
with screws 






















#285 























CHAIN DOOR FASTENER | ow 
Wrought steel; nen-welded chain 
Size of plate: 4" x ih" 1A) rb 
"STAR-BRITE" \e 
Nickel 
and brass 4 NY \ 
Cong 4hi be 
= As) 






#275 
SCREEN HANGER 
Wrought steel 
Size: Eye plate, 
x 1%' 
Hook plate, 
1%" x %" 
“STAR-BRITE" 
Cadmium plate 
Complete 
with screws 

















3125 


SASH LOCK 
Wrought steel 
Overall size: 

1%" x 2" 

"STAR-BRITE" 
Chrome, nickel 
and brass 
Complete 
with screws 



















)) SEMI-CONCEALED HINGE 


















#216 


Raised knuckle 
¥,"' offset 
“STAR-BRITE" 
Chrome, nickel 
and brass 
Complete 
with screws 























#225 


SURFACE BOLT 
Length size: 


3"' to 16" 

Bor size: %" 

m= "“STAR-BRITE™ 
Nickel 












and brass 
Complete 

with 
screws 











#200 
CUPBOARD TURN 
Wrought steel 
Overall size: 
ot 
“STAR-BRITE” 
Chrome, nickel 
and brass 
Complete 
with screws 




























#277 STORM SASH HANGER 


| Dozen Pair to Box 
36 Dozen to Carton 





STAR 


370 Butler Street, 


Brooklyn 17, N. 


36 Doz. to Carton 









#297 
CONCAVE KNOB 


“STAR-BRITE” 
Chrome 


| Dozen to Box 
with Screws 
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ms @ FAST-SELLING 


ROYAL 
STEPS TO JOINT FASTENERS 
PROFITS! ROYAL 

















\) / i .\ ' 
Divergent corrugations, saw style, drive across} 
or with grain. Available in tempered cold rolled} 
steel, galvanized and solid brass. 
DEPTH: %”, %0”. V2". 0", %”, %", 1" 
CORRUGATIONS: 2, 3, 4, 5, 6, 7, etc. 
—SPECIAL SIZES TO ORDER 4 


IN BULK: In kegs of 50 or 100 Ibs., and ca 
tons of 500 or 1000. 
















Most Popular Wood Joiner— 








«* 
4INS OF Conrucatt? 











«vt *REG. U. S: PAT. OFF. 





Independent Metal Strap Co., Inc. 


ESTABLISHED 1907 


{ 


232 Third St., Brooklyn 15, N.Y. 
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TO HELP YOU SELL 








kies, wall-eyes, lakers, salmon, 
steelheads, whitefish and how to 
take them. 


Champion Lamp Cartons 
Incandescent and fluorescent 

lamps made by The Champion 

Lamp Works, Lynn, Mass., are 





available in orange and _ blue 
wrappers and cartons. Packag- 
ing emphasizes continuity in de- 
sign and color which carries 
through from the consumer 
lamps to the high wattage bulbs 
and fluorescent tubes. Six-lamp 
carton has been replaced by the 
four-lamp unit. Feature is the 
reversal of colors on opposite 
sides permitting striking shelf 
and counter arrangement. Also 
applies to lamp wrappers. 





Father's Day Promotion 


Stanley Tools, New Britain, 
Conn., offers to dealers in con- 
nection with Father’s Day, a 
two-color window poster, two 
column néwspaper mat for ad- 
vertising in local papers, and 
tie-in material for the special 
ad used in the Saturday Evening 
Post. 


Tool Display Panels 


Crescent Tool Co., Jamestown, 
N. Y., offers its standard and 
special store display panels in 
color, color to be specified by 
dealer. Circular illustrating 
colors has been sent to dealers. 


M-D Catalog 

A 44-page catalog presenting 
its expanded line of products 
including two Fits-All screen 
door grilles; Nu-Way adjustable 
shelf supports, and Twin Cush- 


ion weatherstrip. Also improve- 
ments on the noiseless sliding 
door equipment and Nu-Gard 
automatic door bottoms. Con- 
tains pertinent sales points. 
Printed in three colors. Mack- 
lanburg-Duncan Co., Oklahoma 
City 1, Okla. 


Riegel Work Glove Line 
Riegel Textile Corp., 342 Mad- 
ison Ave., New York City, has 
issued a catalog showing a com- 
plete line of work gloves. Addi- 
tions to the line include leather 
combinations, industrial gloves, 
new double chore gloves, addi- 
tional jersey gloves and mittens 
both lined and unlined as well as 
new styles in Hot Mill gloves. 





Vise-Grip Merchandiser 


Petersen Mfg. Co., DeWitt, 
Neb., offers a wrench merchan- 
diser display one each of the six 
Vise-Grip wrenches. Made by 
permanent plywood and finished 
in four colors. Has easel for 
standing, drilled holes for hang- 
ing. Board free with purchase of 
six wrenches, retail value $12.45. 


Floor Enamel Step Display 


Sapolin Paints, Inc., 229 E. 
42nd St., New York City 17, has 
designed a counter display in a 
series of steps for Sapolin floor 
enamel each of the nine steps 
being finished with one color. 
Treads are removable so they 
may be used for color selection 
and comparison. Overall size of 
display is 934 in. by 10%4 in. by 
914 in. deep. 
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Chain Door Fastener Display 

A chain door fastener display 
consisting of 12 units, individ- 
ually boxed with two different 
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size fasteners per display is 
available. Fasteners are made 
of cast brass with steel welded 
chain. The Safe Padlock & 
Hardware Co., Lancaster, Pa. 


Proto Tool Department 


Tool-O-Mat, includes a stock 
of 72 Proto tools, costing a little 
over $50, free self-service dis- 
play stand, 17 by 66 in. display 
streamer, trade-mark decal, 
catalog, price list and other 
dealer aids. Display is multi- 
color and provides reasons for 
buying the tools and the prices. 
Occupies 12 by 28 in. space. 
Tools include: 16 punches, 13 
chisels, 10 pliers, 7 adjustable 
wrenches, 5 pipe wrenches, 4 
wood-handle screw-drivers, and 
17 plastic handle screwdrivers. 
Plomb Tool Co., Los Angeles, 
Cal. 


Power Mower Poster 


The Pennsylvania Lawn 
Mower _ Division, American 
Chain & Cable Co., Inc. Camden 
4, N. J., offers a two color poster 
on the powe1 mower. Poster is 
22 by 28 in. Features of power 
mower are highlighted. Copy is 
short, easy to read and under- 
stand. Dealers may obtain pos- 
ter by sending postcard to the 
company. 


Masslinn Package 

Chicopee Mills, Inc., 47 Worth 
St., New York City, is introduc- 
ing a Masslinn package of tow- 
els and napkins in cellophane 
with a bull’s eye trade mark in 
black and gold. Stripped along 
the bottom of the package face 
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A WITT Can’s future is even brighter than its shiny, extra 
thick coating of purest zinc. In it you can see extra years of 
service, virtually unaffected by the weather, food-acids or 
the abuse of rough handling. 


Behind the famous WITT Guarantee ... ‘‘outlasts ordinary 
Cans 3 to 5 times’’... are these outstanding reasons: 


DEEP ROLLING CORRUGATIONS, the 
strongest known. 


HOT-DIP GALVANIZING, « hand pro 
cess, insures heaviest possible rustproof- 
ing, after fabrication 


PINCH-PROOF HANDLES and sturdy 
One-Piece Lid topping off a Can de- 
signed, built and proven to last longer, 
thus costing less! 


STRAIGHT SIDES assure greater strength, 
extra resistance to rough handling. 


HEAVY GAUGE STEEL provides basic 
ruggedness, further strengthened by 


STRUCTURAL STEEL BANDS which pro- 
tect top and bottom of Can, act as 
shock absorbers, and 


It stands to reason that the better Can to buy—is also the 
better Can to sell. Every Witt Can you sell creates a bonus 
of good will. For a new angle or increased profits stock Witt 
Cans—they have the right angle. 


STRAIGHT SIDES provide rugged strength 
sistance to rough handling .. . longer wear. 


Wit Cans 


greater re- 


THE WITT CORNICE COMPANY 
CINCINNATI 14, OHIO 
“Originators of the Corrugated Con” 










WITT CANS 
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A Little Store 
with a Big Future 





HERE'S a store designed to grow! The 
Universal Building is easy to enlarge or 
move to another location. Interiors and 


exteriors are easily modified to meet 
changing conditions. Whether your bus- 
iness is large or small, you'll get a better 
return on your building investment when 
you build with Universal Buildings. Fast, 


easy erection and low initial costs save | 
you time and money. You can design your | 


Own permanent structures functionally 
correct for your needs—or make inex- 
pensive additions to existing gm a 
Panels can be combined in any size for 
any purpose—stores, display rooms, stor- 
age, workshops, loading docks, etc. 


Plan your future now 
with a BLAW-KNOX 
INSULATED BUILDING 


@ ALL STEEL 

FACTORY INSULATED 
ADAPTABLE TO ANY NEED 
ATTRACTIVE 


EASILY PUT UP AND 
MAINTAINED 


@ FIRE RESISTANT 
Sead the coupon today for full details 


UNIVERSAL BUILDINGS DEPARTMENT 


BLAW-KNOX DIVISION 


of BLAW-KNOX COMPANY 


2139 Farmers Bank Bidg., Pittsburgh 22, Pa. 
1 AM INTERESTED IN A BUILDING TO BE USED 
| FOR: | 
| APPROXIMATE SIZE 
1 NAME | 
| | 
| | 
| ! 
| 1 














ADDRESS 











TO HELP YOU SELL] 


is printed the number of nap- | 
kins or towels with a line de- 
scribing the product along the 
side. Another side strip of type 
says “Smartly Styled for The 
Discriminating Hostess.” 








Double Rifle Rack Display 


Harrington & Richardson | 
Arms Co., Boston, Mass., offers 
a double rifle rack display which | 





chrome 


employs yellow with 
royal blue. Erected by opening 
flaps which hold rifles. Flaps | 
act as stabilizers for whole unit. | 
Designed for the Plainsman 865, | 
.22 caliber, bolt action repeater | 
at $19.95 and the single shot 
Pioneer 765 retailing for $13.50. 





Electric Cooking 


Edison Electric Institute, 420 
Lexington Ave., New York City | 
17, has issued a booklet, “Care- | 
free Cooking Electrically.” De- 
signed to serve as an instruction 
book and also to point out the 
advantages of cooking electric- 
ally. Minimum order is_ 100 
copies, at $16. 





Home Freezer Brochure 
Available at 15 cents per copy, 
General Electric Co., Bridgeport, | 
Conn., has issued 40 pages on the 
savings a home freezer can bring | 
to the homemaker. Includes a | 
section of pictures showing how 

to prepare foods for freezing. 


Ventilator Display 

Fasco Industries, Ine., 
Rochester 2, N. Y., has developed 
a demonstrator display for its 
automatic ventilators. Over 5 
ft. high, the colorful stand is 
a complete walk-around. Mounts 
one 8 in. outside wall ventilator, 
one 10 in. outside wall ventilator 
with three-speed control for ceil- 
ings, cabinets or in outside 
walls. Units are wired for im- 
mediate plug-in demonstration. 





Long a joy to profes- 
sional and other gar- 
deners. The Pilgrim 
will appeal to all your 
customers who take 
pride in good tools. 
Top quality, backed 
by BLAIR’S seventy 
years’ experience, 
assures satisfaction. 





LAWN MOWERS 
BLAIR MANUFACTURING CO. 


Telephone 2-7449 
SPRINGFIELD 7, MASSACHUSETTS 








EMBURY 


BALANCED AIR CONTROL 


“U indprwe 5 the Flame 


Downdrafts balanced 
against updrafts 
Excess air escapes at 
chimney hood 


Flame can't leap from 


{ | 
PK A 
\ j 
- ‘5 
; wick 
= - 
“— : Air pressure at burner 
always m balance 
Side tubes carry ample 
air for proper combustion 


For More Air Pilot Facts Write 


aoe oe 
EMBURY 


EMBURY MANUFACTURING \ 
WARSAW #* NEW YORK 
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Color Chip Dispenser 


Sapolin Paints, Inc., 229 E. 
42nd St., New York City, offers a 
New Mode color chip dispenser. 
Wall or counter display panel 
24% ft. by 7 in. shows on its face 
all the actual color applications 
of the New Mode coatings. Be- 
hind each color display are chips 
of the color. Each chip contains 
the full description of the coat- 
ing, stock number and actual ap- 
plication. 


Disc Blade Maintenance 


A booklet based on data sup- 
plied by the Agricultural Divi- 
sion, Maremont Products, Inc., 
1600 S. Ashland Ave., Chicago 8, 
Ill., provides the latest informa- 
tion on disc blade maintenance 
procedure each time a harrow or 
disc is used and disc blade main- 


ERS tenance procedure between sea- 
sons. Titled, “If a Disc Blade 
NG CO Could Talk-— What Would It 
Say ?’’, it is presented in cartoon- 
|USETTS style. 


Electric Instrument Manual 


General Electric Co., Schenec- 
tady 5, N. Y., offers a revised 
OL edition of the “Manual of Etfec- 
; tric Instruments.” Describes 
Aine the fundamentals of construc- 
tion and operating principles of 
all major types of electric in- 
struments. The 150 pages are 
illustrated extensively by photos 
and diagrams. Features a full 
reference index and retails for 
a $1. 


Knife Display 

Wooden display for the three 
magnetic knife holder sets made 
by Robeson Cutlery Co., Perry, 


MANUFACTURING COMPANY 


N. Y. Unit is 24 by 36 in. and 
costs $7.50. Display has a back 
easel. 


(Resume reading on page 14) 
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John C. Cairns Elected 
Stanley Works President 





JOHN C. CAIRNS 


John C. Cairns, executive 
vice-president of The Stanley 
Works, New Britain, Conn., 
was recently elected presi- 
dent to succeed Richard E. 
Pritchard, president of the 


company since 1941, who was 


elected chairman of the 
board. 
Mr. Cairns became affili- 


ated with The Stanley Works 
in 1924. He managed The 
Stanley Works plant in Vel- 
bert, Rheinland, Germany, 
from 1926 to 1933, and man- 
aged The Stanley Works 
plant in Hamilton, Canada, 
from 1933 to 1937. In 1941, 
he was elected vice-president 
in charge of The Stanley 
Works hardware division and 
a director of the company. 
He has served as executive 
vice-president since 1946. 
Mr. Pritchard joined the 
company in 1914 in the cost 
department. In World War I, 
he served overseas with the 
AEF. After the war he re- 
turned to The Stanley Works, 
was made assistant treasurer 
in 1923 and a vice-president 
and director in 1929. He was 
elected president in 1941. 








AMERICAN SCREW MOVES 
TO WILLIMANTIC, CONN. 

All administrative, engi- 
neering, production, purchas- 
ing, sales, and research func- 
tions and personnel of 
American Screw Co., have 
moved from Providence, R. I., 
and will be housed together 
under one roof, in a modern 
one-floor plant at Williman- 
tic. Conn. 

This plant, in its equip- 
ment, includes the latest and 
most modern machines in 
every department from head- 
ing, to shaving and slotting, 
thread rolling, heat treating, 
inspection and engineering 
research. In addition, han- 
dling methods’ throughout 
the plant are designed for 
top speed, from the unload- 
ing dock at finished wire 
storage all the way the 
shipping department. 

It is served both by the 


to 
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New Haven and the Central 
Vermont, with two spurs of 
the latter line entering the 
plant itself. 

The whole American res- 
ervation covers a total of 87 
acres, on which are four 
modern, fireproof, brick-and- 
concrete buildings: the main 
manufacturing and _ office 
building, the personnel office 
and 10-bed hospital, the 
power plant, a complete 
water supply station, and 
modern disposal plants for 
the water system and the 
pickling and plating depart- 
ments. 


ACME STEEL CO. ELECTS 
GILLIES EXEC. V.P. 


Carl J. Sharp, president of 
Acme Steel Co., Chicago, II1., 
has announced the election of 
Fred M. Gillies as executive 
vice-president. Mr. Gillies, a 
steel executive with years of 


experience, had formerly 
been works manager for In- 
land Steel Co., from 1922 up 
to a few months ago; prior 
to that he was with the old 
Illinois Steel Co., from 1920 
to 1922. 


FORSTER MFG. HAS 
REBUILT PLANT 


Forster Mfg. Co., Farmin- 
ton, Me., has announced that 
its plant, which was destroy- 
ed by fire in Dec., 1947, has 
been completely rebuilt. 


M. A. TOUSSAINT 
CONLON-MOORE V.P. 


At a recent meeting of the 
board of directors of the Con- 
lon-Moore Corp., Cicero, IIl., 
Monroe A. Toussaint was 
named vice-president. Mr. 
Toussaint has been active in 
the industry for more than 
22 years, and prior to his new 
appointment he served as as- 
sistant to the president of the 
Conlon-Moore. 

Other officers who were re- 
elected at the meeting are: 
B. J. Hank, president; H. T. 
Worthington, executive vice- 
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M. A. TOUSSAINT 


president; J. M. Foxx, vice- 
president in charge of sales, 
and H. E. Angier, treasurer. 


PORTABLE TOOLS 


John C. Jensen, Inc., Ch’ 
cago export sales firm, has 
been appointed to handle ex- 
port sales by Portable Tools 
Division of Cummins Busi- 
ness Machines, Inc., of Chi- 
cago. 
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Appoint Schonhoff Sales Mer. 
For the Mit-Shel Company 


Henry R. Schonhoff has 
been appointed sales man- 
ager for the Mit-Shel Co., 
Quincy, IIl., it was announced 
recently. Mr. Schonhoff re- 
places John H. Cox, who at 
the age of 82 has retired. 

Mr. Schonhoff joined Mit- 
Shel following his discharge 
from the U. S. Navy. He re- 
ceived comprehensive train- 
ing in the various production 
plants of the company. 

Well known in the sporting 
goods field, Mr. Cox is recog- 
nized as the inventor of the 
Nu-Airflo minnow _ bucket, 
one of the company’s prod 
ucts. He served as_ sales 
manager for the company for 
many years. 
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GENERAL CLAY NAMED 


CHAIRMAN OF BOARD 
CONTINENTAL CAN 
General Lucius D. Clay, 


formerly commander of U. S. 
forces in Europe and mili- 





LUCIUS D. 


CLAY 


tary governor of the U. S. 
Zone, was elected chairman 
of the board of directors and 
chief executive officer of 
Continental Can Company, 
Inc., at a meeting held re- 


cently. He replaces Carle C. 
Conway who has _ resigned 
after having served as chair- 
man since 1930, 

Mr. Conway has consent- 
ed to continue as a member 
of the board of directors and 
serve as chairman of the ex- 
ecutive committee. In this 
way his. experience and 
broad counsel, covering 
years since he first became 
vice president and a director 
of the company, will con- 
tinue to be available. 


9° 
oft 





DUO-THERM NAMES 
WESTERN DIST. MGR. 


Theo Valjean, who has been 
associated with Duo-Therm 
for the past 12 years, took 
over Washington, Oregon, 
Idaho, California, Arizona, 
Nevada, Utah and parts of 
Wyoming and Montana. 

Mr. Valjean has been dis- 
trict manager in the East 
since 1947. He was formerly 
assistant service manager. In 
this capacity he was instru- 
mental in the _ successful 
operation of the Duo-Therm 
service school. 

After joining 


the Duo- 
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Otto Siebert Elected V. P. 
0. W. Siebert Company 


At a recent board of direc- 
tors’ meeting of the O. W. 
Siebert Co., Inc., Gardner, 
Mass., Otto W. Siebert, II, 
elected vice president. 
He will make the third gen- 
eration of Sieberts to become 
actively engaged in the busi- 
ness. His father, Donald W. 
Siebert, is president of the 
corporation at the _ present 
time, and his grandfather, 
Otto W. Siebert, I, founded 
the business back in 1898. 

Frank D. Toohey, formerly 
general sales manager of the 
company, was elected to the 
position of vice president in 
charge of sales. 


was 





OTTO W. SIEBERT II 
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Round Chain Names Pacan 
District Sales Manager 


The appointment of John 
G. Pacan as district sales 
manager of The Round 


Chain & Mfg. Co. Chicago, 
was announced recently. 

Mr. Pacan will be in charge 
of sales activities in the Wis- 
consin, Minnesota, Iowa, Ne- 
braska and North and South 
Dakota territories. Prior to 
joining the Round organza- 
tion he was affiliated with 
Corbin Screw Division of 
American Hardware Corp. 
for 34 years. For 18 years, 
he served office manager 
and during the past 16 years 
was active in a sales execu- 
tive capacity. 


as 








JOHN G. PACAN 
Therm engineering depart- of sash cord, clothes lines, 
ment in 1937, Mr. Valjean and other’ braided cotton 
was named field engineer in cords. 
1942. In 1947 he was made The business will be oper- 
assistant service manager. ated under the Silver Lake 





NEW PRESIDENT, TREAS. 
FOR COPPER-CLAD RANGE 


Arthur H. Stein was named 
president and treasurer of 
the Copper-Clad Malleable 
Range Co., St. Louis, Mo., at 
the annual meeting of the 
board of directors. He started 
36 years ago in the sales de- 
partment, was elected secre- 
tary and director in 1925, and 
treasurer in 1948. Along with 
the position of president and 
treasurer, he will assume 
the general managership of 
the company. Other officers 
elected were: Charles R. 
Binns, vice-president; Roland 
M. Hoerr, vice-president, and 
Herbert L. Hetzler, secretary. 
SAMSON CORDAGE BUYS 

SILVER LAKE CO. 


The Samson Cordage 
Works, Boston, Mass., has 
announced the purchase of 


the Silver Lake Co., Chatta- 
hoochee, Ga., manufacturers 


name, with offices at 60 Bat- 
terymarch, Boston, and the 
Silver Lake brands of cord 
will be offered to the trade by 
the same Silver Lake agents. 


WHOLESALERS, MFRS. 
JOINT MEETING 
TO BE HELD OCT. 8-12 


The 99th semi-annual con- 
vention of the American 
Hardware Manufacturers As- 
sociation, 342 Madison Ave., 
New York City 17, and the 
56th annual convention of the 
National Wholesale Hard- 
ware Association will be held 
jointly in Atlantic City at the 
Marlborough-Blenheim Hotel, 
from Oct. 8 to 12. Co-operat- 
ing hotels will be the Clar- 
idge, Brighton, Dennis, Shel- 
burne and Traymore. 
tration will begin on Sunday 
at 10 A.M. Arthur L. Faubel, 
secretary-treasurer of the 
manufacturers group has an- 
nounced that requests for 
room reservations should be 
made to the hotels direct. 


Regis- 
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Stephen H. Cross Elected 
V. P., Stanley Elec. Tools 


Stephen H. Cross, general 
manager of the Stanley Elec- 
tric Tool Division, The Stan- 
ley Works, New Britain, 
Conn., has been elected vice- 
president of that division to 
succeed L. M. Knouse, vice- 
president, retired. 

Mr. Cross, after four years 
as an executive in the 
Jordan-Marsh Co., Boston, 


Mass., joined Stanley in 1929. 
A year later he was trans- 


ferred to the electric tool 
division handling cost ac- 
counting. Early in 1948, he 


was advanced to the position 
of assistant general manager. 
Mr. Cross was made general 
manager of the electric tool 
division on Jan. 1 of this 
year. 








AMERICAN STOVE NAMES 
SALES SERVICE MGR. 


Harold V. Floerke has 
been named. sales _ service 
manager of American Stove 
Co., 1641 S. Kingshighway 
Blvd., St. Louis, Mo. He suc- 
ceeds E. H. Kahler, who be- 
came district representative 
in North and South Carolina, 

Mr. Floerke joined Ameri- 
can Stove in 1945 in the Re- 
search Laboratory. He will 
supervise the mechanical 
training of Magic Chef ser- 
vice and salesmen, and act as 
company “trouble-shooter” in 
various large scale service 
problems. 

Mr. Kahler, former sales 
service manager, will locate 
in Charlotte, N. C., and will 
cover the Carolinas and por- 
tions of Tennessee as district 
representative. He is a vet- 
eran of the gas range indus- 
try, having more than 25 
years’ experience in labora- 
tory research and personnel 
work. 





ROEBLING’S APPOINTS 
PACIFIC COAST MGR. 


The appointment of Alfred 
Whittaker as Pacific Coast 
manager, woven wire fabrics 
division of John A. Roebling’s 
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ALFRED WHITTAKER 
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Sons Co., has been announced 
by S. K. Hornor, manager of 
sales. His territory includes 
California, Washington and 
Oregon, as well as Nevada, 
Arizona, Idaho and New Mex- 
ico. 

Mr. Whittaker, who for 
the past 27 years has been 
associated with John A. Roe- 
bling’s Sons Co., of Califor- 
nia, will make his headquar- 
ters at the company’s Los 
Angeles Office, 216 S. Ala- 
meda St. 


PITTSBURGH SCREW CORP. 
MAKES EXEC. CHANGES 


Pittsburgh Screw & Bolt 
Corp., Pittsburgh, Pa., has 
announced several executive 
changes and one addition to 
the corporation’s board of 
directors. 

At the annual meeting of 
the stockholders held April 
12, in Pittsburgh, Albert N. 
Williams was elected to the 
board. Mr. Williams is presi- 
dent and a director of West- 
inghouse Airbrake Co. and of 
Union Switch & Signal Co. 

At a subsequent meeting 
of the board Harry W. 
Schuetz, Gerald J. Garvey, 
and George E. Horney were 
elected vice-presidents of the 
corporation. 

Mr. Schuetz has been as- 
sistant to the president and 
general manager of the Col- 
ona Division, a_ position 
which he has held for several 
years. He now becomes vice- 
president in charge of that 
division, his office being at 
the Monaca, Pa., plant. 

Mr. Garvey, now vice- 
president in charge of the 
Gary Screw & Bolt Division, 
was, for many years, a mem- 
ber of that division’s sales 
staff. In the past few years 
he has been general manager 
of the Gary operation. 

Mr. Horney formerly 
served as general manager of 


the Gary division and has, 
more recently, been assistant 
to the president of the corpo- 
ration, with offices in Pitts- 


burgh. 
Alexander I. Stayman, for- 
merly Pittsburgh district 


manager of sales, has been 
made assistant to the exec- 
utive vice president; Thomas 
Toby, formerly eastern man- 
ager of sales, becomes as- 
sistant to the vice-president 
in charge of sales; Robert 
M. Smith, who has been New 
York district sales manager, 
replaces Mr. Toby as eastern 
manager of sales, with head- 
quarters in New York; A. 
Barr Comstock, Jr., a sales- 
man in the Philadelphia dis- 
trict office of the company, 
was made manager of sales 
in that district. 





WILTON TOOL APPOINTS 
VICE-PRES. OF SALES 
Hugh W. Vogl, president of 

the Wilton Tool Mfg. Co., 

Chicago, Ill., has announced 

the appointment of Lawrence 





LAWRENCE M. RICH 


M. Rich as vice-president in 
charge of sales. 

Mr. Rich has been in the 
automotive and industrial in- 
dustries for over 25 years. 
Prior to his association with 
Wilton he was sales manager 
for Durkee-Atwood Co., Min- 
neapolis, Minn. Before Mr. 
Rich entered the military ser- 
vice he was with The Marlin- 
Rockwell Corp., and Plomb 
Tool Co. 





McDOUGALL-BUTLER 
IN NEW LOCATION 


McDougall-Butler Co., Inc., 
Buffalo, N. Y., has announced 
that it has vacated its Evans 
St., property and is now 
headquartered at a new 
plant, 2929 Main St., Buffalo. 


HOLLAND HEADS SALES 
FOR AUTOMATIC STEEL 

The board of directors of 
Automatic Steel Products, 
Inc., of Canton, Ohio, has 





H. 0. HOLLAND 


elected H. O. Holland vice- 
president in charge of sales 
of all divisions of the corpor- 
ation. Mr. Holland has been 
director of sales since 1947. 
He was formerly vice-presi- 
dent of the Kellogg Division 
of American Brake Shoe Co. 
John E. Carnahan has been 
named vice-president of the 
Spun Steel division of the 
corporation. Other divisions 
of the corporation are the 
Mercury Clutch Division and 
The Cleveland Tapping Ma- 
chine Co. 





ATKINS ASSOCIATES 
HONOR ED NORVELL 


A farewell luncheon for 
Edward S. Norvell, who re- 
cently retired from E. C. 
Atkins & Co., Indianapolis, 
Ind., having served the com- 
pany 36 years, most recently 
as New York territory man- 
ager, was given recently at 


Greenwich Tavern, New 
York City, by his former 
associates. Among those at- 


tending were Joe Igoe, Bob 
Murphy and Burgess Banks, 
Igoe Bros. Mr. Norvell was 
presented with a tie clip as 
a parting memento. 


SANSON & ROWLAND 
SELL GERMANTOWN 
TOOLS 


Richard W. Goodby, sales 
manager, has announced that 
Sanson & Rowland, Inc., 505 
Commerce St., Philadelphia, 
Pa., has been appointed 
agent for Germantown tools, 
manufactured by the Grif- 
fith Tool Works, of Philadel- 
phia, Pa. 
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Glamour Heaters of 1950! 
The all-new Coleman Golden 


Anniversary Oil Heater Models 


They're new! Revolutionary! Never be- 
fore a line of oil heaters with so much sales 
appeal. They’re the heaters dealers have 
dreamed about! Coleman’s new Anniversary 
line has 13 models— with new designs, new 
finishes and new features. A model for every 
purpose with a price range to suit every purse 
—as low as $29.95. They put Coleman out 
front as the style leader. 

And look at all the features you have to 
sell. The amazing and exclusive new AUTO- 
MATIC FUEL-AIR CONTROL Saves up to 25% on 
fuel. And other plus features exclusively 
Coleman are DIRECTIONAIRE BLOWER, LOW 
DRAFT BURNER, OVERSIZE HEAT EXCHANGER, NEW 
FUNCTIONAL AIR FLOW DESIGN. Line up with 
the leading oil heater line of 1950! If you 
don’t know the name of the Coleman distrib- 
utor for your area, write us for details. The 
Coleman Company, Inc., Wichita 1, Kansas. 


MODEL 873 — Coleman's new style leader with breath- 
taking beauty. Made in two sizes — 50,000 and 55,000 
BTU output per hour—and two finishes—shadowed mahog- 
any, blond mahogany with front panel in beautiful match- 
ing wood-grain enameled finish. Its lush design appeals 
to women, its practical economy to men. 








MODEL 870B—The “Hot Spe- 
cial’! Big heater features and 
performance at a popular price. 
50,000 BTU capacity. Circulates— 
radiates! Functional Air Flow 


Design. on 
ra 


MODEL 871 — America’s fastest- 
selling oil heater. Small in size 
but a giant in heat production. 
32,000 per hour BTU capacity. A 
popular fast-selling model at a 
popular price. 











MODEL 869A—The elegant Console with enormous heat- 
ing power. Has 55,000 per hour BTU capacity, produces 
3-way heat. A quick seller that guarantees satisfaction. 
Also in shadowed and blond mahogany finish. 
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Comfort costs so little 


vit « MONET 


WORLD'S LARGEST MANUFACTURER OF HOME HEATING EQUIPMENT 
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Program Plans Shaping Up 
For NRHA Seattle Congress 


Entertainment plans and a 
partial business program 
have been announced for the 
51st Annual Congress of the 
National Retail Hardware 
Association in Seattle, Wash., 
July 17-20. Headquarters 
will be in the Olympic Hotel. 

There will be no daytime 
session of the NRHA on Mon- 
day, July 17, but the Con- 
gress will be officially opened 
with the roll call session on 
Monday evening. W. C. Jud- 
son, Big Rapids, Mich., 
NHRA president, will ad- 
dress the first business ses- 
sion on Tuesday evening, 
July 18. Other speakers, 
thus far arranged for, are: 

Henry A. Burd, College of 
Business Administration, 
University of Wash., who 
will speak on “The Business 
Outlook”; Ronald H. Farr 
of Farr’s, a retail hardware 
firm at Coquille, Wash., will 
talk on “How To Get Your 
Share of the Farm Dollar.” 


Luther R. Stein, Belknap 
Hdwe. & Mfg. Co., Louis- 
ville, Ky., wholesale hard- 


ware firm, will also address 
the Congress. At the final 
business session on Thursday 
afternoon, July 20, the Rev. 
William Hills, Vicar of Cad- 
boro Bay, B.C., will speak on 
“Let’s Fight For It.” Also 
at the final business session, 
reports of committees will be 
heard and the election and 
installation of new officers 
will take place. 
Entertainment features will 
include a tea for the ladies 
on Monday afternoon, July 
17, honoring Mrs. W. C. Jud- 
son, Big Rapids, Mich. That 


evening, following the roll 
call, an old fashioned “ice- 
breaker” get-together is 
planned to include square 


dancing with Charles H. 
Riley, president of the North 
Coast association, calling. On 
Tuesday afternoon there will 
be a sightseeing trip to the 
Navy Yard at Bremerton, 
with inspection of a battle- 
ship undergoing repairs. As 
an alternate entertainment 
feature, a golf tournament 
is planned. There will be 
further sightseeing tours of 
Seattle and vicinity, accord- 
ing to individual selection, on 
Wednesday afternoon and 
the annual banquet and floor 
show will be held in the 
evening. 
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A highlight of this year’s 
Congress will be an all-day 
trip on Friday, July 21, to 
Victoria, B.C. The boat will 
leave Seattle at 8:30 a.m., 
arriving at Victoria at 11:30 
a.m. Lunch will be at the 
Empress Hotel or Crystal 
Gardens. The return trip 
will be at 4:30, arriving in 
Seattle at 8:30 p.m. 


W. H. ALLEN CO. SHOW 
TO BE AUGUST 28-29 


Walter H. Allen Co., Inc., 
hardware wholesalers, Dal- 
las, Tex., and St. Louis, Mo., 
has announced that it will 
hold its annual stockholders’ 
meeting and merchandise 
show, at the Baker Hotel, 
Dallas, Tex., Aug. 28-29. 





MGDERNIZE LENNOX 
MASPETH PLANT 


Lennox Metal Mfg. Co., 
Inec., Maspeth, Long Island, 
N. Y., has announced the 
completion of an_ over-all 
modernization program at its 
plant. The building is single 
floor and occupies 40,000 sq. 
ft. 


MEL LYON ESTABLISHES 
MANUFACTURERS AGENTS 
After 18 years in the 
wholesale hardware business, 
12 years of which were spent 


with Masback, Inc., New 
York City, and six years 
with Chas. Weiland, Inc., 
New York City, Mel Lyon 
has established a manufac- 
turers’ representatives 


agency. At the present, Mr. 


Lyon may be reached at 
141-29 253rd St., Rosedale, 
L. 1., N. Y. He is represent- 
ing the following manufac- 
turers: Midway Tool Co., 
Melvin, Ohio; Acmeline Mfg. 


Co., Traverse City, Mich.; 
The Berridge Shear Co., 
Sturgis, Mich. ; Charles 


Woodcraft, Lynbrook, Long 
Island, N. Y., and the 
Sawyer Belt Hook Co., Paw- 
tucket, R. I. 


BUCKEYE SOUTHERN 
AGENT 


The Buckeye Aluminum 
Co., Wooster, Ohio, has an- 
nounced the appointment of 
Robert W. McCarthy, Sr., as 
representative in the states 
of Virginia, West Virginia, 





ROBERT W. McCARTHY, SR. 


North Carolina and South 
Carolina. 

Mr. McCarthy covers all 
classes of trade, and direct 
selling accounts with the ex- 
ception of the states of North 
Carolina and South Carolina, 
in which he does not cover 


direct selling accounts. 








Automatic Steel Products Now Operating 
The Cleveland Tapping Machine Company 


A. M. Wickwire, president 
of Automatic Steel Products, 
Inc., Canton, Ohio, has an- 
nounced that the corporation 
has taken over the active 
management of The Cleve- 
land Tapping Machine Co., 
of Hartville, Ohio, and will 
continue its operation under 
that name. A. R. Wise has 
been appointed a vice-presi- 
dent of Cleveland Tapping 
and will be in charge of 
sales. 

In the machine tool field 
the company is known as a 
manufacturer of high pro- 


duction vertical and horizon- 


tal tapping machines with 
multiple, stationary, and 
movable heads and feeding 


and holding devices for work 
of any size or shape. Under 
an expansion policy the new 
management will not only 
continue production of the 
established Cleveland line 
but also develop new mar- 
kets and machines. Other 
Automatic Steel products in- 
clude spunsteel pulleys, mer- 
cury-actuated clutches, auto- 
motive pumps, jacks, and 
lifts, and grinding wheels. 
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R. W. LAMBERT JOINS 

HAMILTON BEACH Co. 

Ronald W. Lambert has 
been named regional repre- 
sentative by Hamilton Beach 





LAMBERT 


R. W. 


Division Scovill 
Mfg. Co., Racine, Wis., for 
North and South Carolina 
and the eastern section of 
Tennessee. 

Norman Brown, who has 
been covering this territory, 
will concentrate his efforts in 
Florida, Georgia, and Ala- 
bama. 


Company, 





BLACKSTGNE TO EXPAND 
PLANT FACILITIES 


A million dollar plant ex- 


pansion this year for the 
Blackstone Corp., James- 
town, N. Y., has been an- 
nounced by Oscar A. Lenna, 
president. 

The new factory building 
will add 200,000 sa. ft. of 


floor space to present facili- 
ties. Construction of the 250 
x 720 ft. building will be 
completed this year and will 
be ready for full operation 
by early 1951. 

The new plant will permit 
Blackstone to put into pro- 
duction several appliance 
items for which production 
space is now limited. 


CALORIC OPENS OFFICES 
IN LOS ANGELES 
George J. Ellis, Pacific 
coast divisional sales man- 
ager for Caloric Stove Corp., 
has moved his headquarters 
to the Los Angeles Furni- 
ture Mart. Caloric is contin- 
uing to occupy its San Fran- 
cisco offices in the Western 
Furniture Mart Building 
with O. B. Wilt, newly named 
representative for northern 

California, in charge. 
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aie FOR FRONT DOOR HARDWARE 


ss EY The charm and individual character of Corbin design 
relate the door, handle, knocker and push button to the 
architectural style of the house. 


< Somerset design exemplifies 
the beauty and tradition of 
Southern Colonial architecture. 


=a 
"7 : 
pf i LB PR “ee Per 
' cs “cp a 





} The Cape Cod or New 

Englafid Colonial doors call 
for the substantial beauty of 

— The Corbin “Concord” & “Plymouth” design in solid 

design is particularly adapt- |i cast brass. 

able te the current American , 

Farm and the popular Ranch 





— 
Type homes. Sy, 
yP fe - ; f 

: ; 7, 








Just ask your Jobber for 


P. « F. Corbin 


Division 
The American Hardware Corporation 
New Britain, Connecticut 
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“BETTER MEASURE WITH LUFKIN” 





It’s easy to get Extra 
= Sales and Extra Profits 
from every folding rule 
customer by just handing 
him a Lufkin X-46! 


He'll like the balanced 
“feel” of the X-46—its %4-in. 
thick sections—33% 
stronger than standard! 

If ~—the prominent, easy-to- 
I= eS read, black markings. 


/E- || { Point out the graduated 
brass extension slide as you 
SE Il*|S explain how easy it is 

i IE to take both inside and 
regular measurements with 
the X-46. 


| SE |e And, while he’s making 
| 3J= Ai la a test measurement on top 
3 of your counter, tell him 





| E> [=A Strike Plates and End Caps 
} }) 3 . .. before you know it, 
11S the X-46 is sold! 


| 
= | Dealers by the hundreds 
1 1S are successfully selling the 
Lufkin X-46 this way for 
iF Extra Profits... So Can You. 
+ Check your jobber, today. 











TAPES « RULES 
PRECISION TOOLS 


\ = 
Set [UF KIN 


| THE LUFKIN RULE CO. | 
| SAGINAW, MICH. - NEWYORK CITY + BARRIE, ONTARIO 
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R. H. NORRIS 


Cc. D. ALLISON 


Dearborn Stove Names 
New Chief Executives 


In preparation for an ex- 
pansion program of the com- 
pany’s manufacturing and 
sales operations, Dearborn 
Stove Co., Chicago and Dal- 
las, has recently named five 
men for new positions in the 
firm. 

R. H. Norris has_ been 
designated as executive vice 
president and chief adminis- 
trator of the company. He 
will direct the overall opera- 
tions of the firm. Mr. Norris 
will continue to make his 
headquarters in Dallas, where 
he has been since 1944. 

C. D. Allison was named 
vice president and general 
manager of the Dearborn 
operations in Dallas. For- 
merly in the sales division of 
Westinghouse, Mr. Allison 
became associated with Dear- 
born in 1946. 

Two key changes in the 
sales organization resulted in 





I. G. OVERCASH 
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the appointment of Erwin 
Klienman as sales manager 
of the southern division, and 
the appointment of I. G. 
Overcash as sales manager of 
the northern division. Mr. 
Klienman will make his head- 
quarters in Dallas, while Mr. 
Overcash will make Chicago 
his base of operations. Both 
new sales managers have 
been with Dearborn more 
than 10 years. The overall 
sales organization will cor 
tinue under the direction of 
C. N. Hinds, general sales 
manager. 

Ira G. Corn, Jr., was named 
as head of the market re- 
search and export sales de- 
partments of the company. 
Mr. Corn combines his new 
duties at Dearborn with an 
assistant professorship in the 
marketing department of 
Southern Methodist Univer- 
sity, Dallas. 





ERWIN KLIENMAN 
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RAY JOHNSON ASSISTS 


The appointment of Ray 
P, Johnson as administrative 
ysistant to Roy C. Ingersoll, 
the newly elected president 
if Borg-Warner Corp., was 
announced recently. 

Mr. Johnson also is a mem- 
br of the board of directors 
of Borg-Warner and _ first 
vice president of Morse 
chain Co., one of the corpo- 
ration’s divisions with plants 
in Detroit, Ithaca, N. Y., and 
England. 

Mr. Johnson joined Borg- 
Warner in 1929. He has 
served in executive posts in 
the Borg-Warner’ Service 
Parts Co., Chicago, and as 
manager of the Washington 
fice of Borg-Warner. 

Prior to his present ap- 


pointment, Mr. Johnson 
served for several months as 
administrative assistant to 
the executive vice president 
of Borg-Warner, 310 South 


Michigan Ave., Chicago. 
The election of R. W. 

Dose as secretary of the 

company has also been an- 


nounced. He had been assis- 
tant secretary and assistant 


treasurer since 1929. 
Mathew Keck, formerly 
secretary and treasurer of 
the corporation, was re- 
elected treasurer. 

Leon J. MHeidgen was 
named assistant secretary 
and assistant treasurer. He 


has been an assistant secre- 
tary since 1946. 








MAYTAG WASHER NAMES 
TWO REGION SALESMEN 


The Maytag Co., has an- 

nounced the appointment of 
Charles S. Perkins, Jr., as 
regional sales manager for 
% counties in central Vir- 
ginia. 

Charles S. Perkins, Jr., was 
sales manager for the West- 
em Union Telegraph Co., at 
Mobile, Ala., and served for 
aperiod of 10 years with the 
organization at Richmond, 
Va., previous to joining May- 
tag. Also announced was the 
appointment of E. J. Faust 
as a regional sales manager 
for five counties in Connecti- 
cut and one county in Massa- 
chusetts. 

Previous to his recent ap- 
pointment as regional sales 
manager, Mr. Faust served 
as a range promotion super- 





CHARLES S. PERKINS, JR. 
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visor in the Newark territory 
and was a service supervisor 
out of the factory assisting 
dealers in handling service 
problems. 





EKCO HONORS FIRST 
50 YEAR EMPLOYEE 


Ekeo Products Co., Chi- | 
cago, TIll., recently paid 
tribute- to its first 50-year | 


employee, Ike Schwartz, 75- 
year-old department fore- 


man. He was honored at a 
special noon dinner in the | 
company cafeteria. Mr. 


Schwartz, who joined Ekco 
April 15, 1900, was presented 
with a diamond ring, tele- 
vision set, luggage, billfold 
and other gifts from Ekco 
officials and his fellow work- 
ers. In addition, the com- 
pany provided funds for an 
extended vacation trip 
through the southern states 
for he and his wife. 
Approximately 60 other 
employees who have served 
with Ekco for 25 or more 


years also attended the din- | 


ner. 

Mr. Schwartz came to Chi- 
cago from Rumania where 
he had been a mechanic and 
was employed by the late 
Edward Katzinger, founder 
of Ekco, two weeks after his 
arrival. At that time there 
were only five employees at 
the plant which manufac- 
tured commercial _ bakers’ 
pans, ice cream molds, forms, 
stoves and other utensils for 
bakers and confectioners. 
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| 
BORG-WARNER HEAD JSOBBERS: 


Here They rere! 





PACKAGED 


COUPLINGS 


Here's the new, easy, convenient way to buy 
the famous “X-L’’ Quality Standard Merchant 
Pipe Couplings! All sizes from \%"' to 2”, in 
black or galvanized, are packaged—at no extra 
cost! Ve", 14", 3%", %" packed 100 to carton; 
34"" packed 50 to carton; 1’ packed 30 to 
carton; 114" and 114" packed 25 to carton; 2” 
peked 20 to carton. “X-L’’ Packaged Cou- 
plings are easier to warehouse, easily identified 
as to size and quantity, facilitate shipping and 
stop couplings loss. Order yours today! Imme- 
diate delivery! 


WHEELING MACHINE 
PRODUCTS COMPANY 


ELM GROVE STATION 


WHEELING, WEST VIRGINIA 
Factory Phone: ELM GROVE 3296 








JACK O. LANHAM 


J. W. KENNEDY 


Expand Western-Winchester Ammunition 
Sporting Arms Sales Force With Three 


Three new salesmen have 
been added to the sporting 
arms and ammunition sales 
staff of Western Cartridge 
Co., and Winchester Repeat- 
ing Arms Co., East Alton, 
Ill. 

The new men and their 
territories follow: Jack O. 
Lanham, Louisiana and 
southern Mississippi; George 
B. Stumpp, Maryland, Dela- 
ware, District of Columbia, 
and southern New Jersey, 
and J. W. Kennedy, Oregon 
and southwest Washington. 

With headquarters in New 
Orleans, Mr. Lanham will 
report to Western-Winches- 
ter district manager, W. H. 
Reedy, Memphis. He was 
sporting goods buyer for 
Anderson Hardware & Sport- 
ing Goods Co., Columbia, Mo., 
before joining Western-Win- 
chester. 

In 1948, he won the Class 
A championship at the East- 
ern Zone Skeet Shoot and, 
with his partner, won the 


Class A two-man team cham- 
the 


pionship at Missouri 


State Shoot. 





GEORGE B. STUMPP 
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George Stumpp will head- 
quarter in the Baltimore, 
Maryland, area for O. F. 
Fowler, Western-Winchester 
eastern district manager. 

Mr. Stumpp joined Win- 
chester’s New Haven, Conn., 
sales office. His work there 
in handling consumer and 
distributor correspondence 
has acquainted him with the 
trade. 

J. W. Kennedy will make 
his headquarters in  Port- 
land, Oregon, and direct his 
activities under C. H. Fray, 
district manager in the Pa- 
cific Northwest. 

As a compeitive rifle and 
trap shooter for nine years 
and a hardware salesman 
since 1934, Mr. Kennedy is 
well known to Oregon’s deal- 
ers and distributors. 


Mr. Kennedy has hunted 
throughout British Colum- 
bia, Alberta, Alaska, and 


the Yukon. 


CHICAGO PAINT MEN 
HEADED BY BERGER 


The annual election of offi- 
cers of the Paint Salesmen’s 
Club of Chicago, Inc., was 
held recently at the Furni- 
ture Club, 666 Lake Shore 
Drive, Chicago, with 71 
members attending. 

Past president Leslie M. 
Wise, chairman of the nomi- 
nating committee, presented 
the following slate which 
Was unanimously elected: 
President, Lester F. Berger, 
Emil Buck Mach. Co.; vice- 
pres., Leroy B. Ross, James 
B. Day Co.; secretary, Al 
Stacy, Patterson-Sargent 
Co.; treasurer, Wm. M. Lei- 
sen, Carpenter Martin Co.; 
directors, Sam C. Friedman, 
Hilo Varnish Co.; Jos. Boyle, 
Wesco Water Paints; and 


J. W. Stephenson, Luminall, 
Inc. 
Applications for member- 


ship were received from 
Howard E. Kruse, Hooker 
Glass & Paint Mfg. Co.; 


Elmer R. Klimmer, Big Ben 
Petrol Co.; Peter Simmons, 
Rustoleum Corp.; K. E. 
Geiser, Dupont Corp. 

The following new mem- 
bers were inducted by past 
president Frank Millar, Com- 
mercial Solvents Co.: Elmer 
P. Christenson, Cook & Dunn 
Paint Co.; Wm. Ramey, 
Scholl Chemical Co.; Robt. 
A. Borne, John Berg Ladder 
Co.; H. Schwartzberg, Pre- 
mier Paint & Varnish Co.; 


Louis M. Ramey, John Berg 
Ladder Co.; Harold R. 
Marsh, Dupont Corp.; and 
Robt. F. Olson, Aron Prod- 


ucts Corp. The membership 
now stands at 121 and will 
soon reach the limit of 150 
after which new members 
must go on the waiting list. 

Arrangements were made 
for the annual golf outing to 
be held June 28 at Nordic 
Hills Country Club. Golf, 
$2.50: T-Bone Dinner, $4.25. 





MANHATTAN BRUSH PRES. 
SERVES TRADE 40 YEARS 


Robert S. Gillman, presi- 
dent, Manhattan Brush Co., 
Inc.. 42 W. 18th St., New 
York City 11, will be honored 
at an open house on June 
10th to be held at the com- 
pany offices marking his 40th 
year in the brush business. 


GOORIN FISHING 
TACKLE CATALOG 


The Goorin Co., wholesale 
distributors of fishing ta~kle, 
905 Fifth Avenue, Pitts- 
burgh 19, Pa., has published 
its 1950 Fishing Tackle Cata- 
log for dealers. The catalog 
comprises 32 pages of na- 
tionally advertised brands of 
fishing tackles. Copies avail- 
able upon request. 





JONES IN NEW ENGLAND 
FOR WOOLSEY 


J. L. Plowright, vice-presi- 
dent of C. A. Woolsey Paint 
& Color Co., Inc., New York, 
recently announced the ap- 
pointment of Thomas J. 
Jones as Woolsey sales rep- 
resentative for the northern 
New England territory. Mr. 
Jones will service both the 
marine paint and house paint 
trades. 

Mr. Jones territory will 
comprise Rhode Island, East- 
ern Massachusetts, Vermont, 
New Hampshire and Maine. 


DAZEY NAMES N. Y. 
DISTRIBUTORS 


In connection with its new 
policy of consolidating dis- 


tribution throughout New 
York state and adjacent 
cities in New Jersey, the 
Dazey Corp., St. Louis 7, 
Mo., has recently announced 
the appointment of fran- 
chise distributors for the 
area. 

W. G. Edrington, sales 


manager, said, “by appoint- 
ing authorized franchise dis- 
tributors, it will be necessary 
for those distributors to 
carry more items in the line 
since the wholesalers that 
were eliminated had _ been 
carrying a variety of our 
items and we still have the 
same dealers.” 

Manhattan distributors 
named were: Becon Sales 


Co.; the Friedstrass Co.; 
Wm. Goldenblum & (Co,; 
Irval Sales Co., Inc.; Her- 
man Kornahrens, Inc.; Lor- 
ing Lane Co., and Wm. L. 
Blumberg Co., Inc. Other in- 
cluded: Akorn Housewares 
Corp.; S. Fishman Co., Ine. 
and Horn Bros., all of 


Brooklyn; H. Shultz & Sons; 
Eagle Sales Co., Inc., and 


Beller Electric Co., all of 
Newark, N. J.; Appliance 
Distributors, Inc., New Ro- 


chelle, N. Y.; Central Queens 


Electric Supply Corp., da 
maica, L. I.; S. Federbush 
Co., Paterson, N. J., and 


Charles J. Smith & Co., Jer- 
sey City, N. J. Upstate dis- 
tributors were: Albany 
Hardware & Iron Co., Al- 
bany; J. M. Warren & Co, 
Troy; Clark Witbeck (Co, 
Schenectady; Burhans & 
Black, Inc., Syracuse; Alli- 
son’s Inc.; and Morris Re- 
senbloom & Co., Rochester; 
Lennis Products and Whole- 
sale Mart, Buffalo, and Bar- 
ker, Rose & Kimball, Elmira 





MURRAY CORP. NAMES 
SALES SUPERVISOR 

Frank S. Lodge has beet 
appointed district sales su 
pervisor in Northern Cali 
fornia, Utah and Nevada, » 
the home appliance divisio! 
of The Murray Corp., 
America, Scranton, Pa. 

Mr. Lodge was forme?! 
with Roberts & Mander Stov! 
Co. for 12 years and, for th 
past few years, was its re 
gional sales manager for )) 
western states. 

His headquarters 
San Francisco. 
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THE PAINT COLOR y 
SENSATION, 932" 


Read what dealers say about Nu-Hve Color — cece 






"| sold $170.00 worth of the Nu-Hue Colors within a few days 
after | received my Nu-Hue stock. The Color Harmony Selec- 
tor is the answer we've been looking for. Women love it! And 
| like that big profit.” J & S Hardware, Chicago, Illinois. 



























= = "| had to reorder twice within the first 2 weeks. The color range is 
= fine and the Color Harmony Selector is popular with both consum- 
P fF ot ] ers and painters.” Houlberg Paint Company, Chicago, Illinois. 
- E is "“Nu-Hue Colors fill a long-felt need for a store like mine With a 
es ae | MASTS SeRoUe minimum stock and small investment I've got a color program that 
lad — e me « * Me at SUS really gives people the colors they want. I'm already cashing inon 
a 3 pat od eer = bigger paint profits.” Keystone Hardware, Chicago, Illinois. 
- Ea = 
en 
je Eacs 
SeBsee 
(eee = 
=| ot - ip £ gs ° 
ace J Cr With 
aeaee : what you. W.. 
eo Zhe C; ° 
o”™ : , 
Martin-Senour Nu-Hue Colors! 









: @ Minimum Stock! 
Amazing New 


“COLOR HARMONY 
SELECTOR” 


shows large painted samples of beau- 
tiful NU-HUE COLORS Automatically shows 3 
additional colors that harmonize with what- 
ever color your customer selects. 






e Big Range of Colors! 






e No Dealer Mixing Required! 





e Top Quality Paint! 







Exclusive Color Harmony Service! 





Complete Up-to-Date Merchandising Program! 








| gowke the latest profitable development for 
volume sales in paint—produced only by the 
nation’s leading creator of quality colors in quality 


paint, the Martin-Senour Company. For the first 
time, Nu-Hue Colors allow any paint dealer to cash 
in on big-time color profits with a small stock of 
paints. No mixing equipment to buy! No guess- 
work or disappointed customers. And you can 
duplicate any Nu-Hue Color at any later date! 


"“NU-HUE COLORS” consist of the finest synthetic 
tinting colors ever developed—plus Neu-Tone flat 
white, Glos-Tone semi-gloss white or Kolor-Brite 
full gloss white. These top-quality, coordinated 
whites can be used alone or as the tinting base for 
any Nu-Hue Color selected. Whatever color your 
customer selects, you simply sell the proper 
‘‘NU-HUE COLORS” in tubes with a quart or gallon 
of white in the desired finish, 





Mail this Handy Coupon Now for complete, free information! 


Martin-Senour Company 


CHICAGO © NEW YORK ¢ LOS ANGELES 


MARTIN-SENOUR ComPANY, Dept. HA-60 
2520 Quarry St., Chicago 8, Illinois 


Please send me compkete, free information on the profit- 





able new ‘‘Nu-Hue Colors” line of top-quality paint 
Originators of 
See RET ER CT ee TL 
NU-HUE CUSTOM COLORS 
MARTIN-SENOUR COLOR COORDINATOR ROE. 20400020000 00000%: 
NU-HUE COLORS IN PAINT aN ee ee Dit: SR hisewes 
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Barrows Joins Gamble-Skogmo 
As Operations Consultant 


Arthur S. Barrows, for- 
merly president of Sears, 
Roebuck & Co. has joined the 
executive staff of Gamble- 
Skogmo, Inc., 15 N. 8th St., 
Minneapolis 3, Minn., as full 
time consultant in merchan- 
dising and operations. 

Mr. Barrows first position 
was as a hardware salesman 
for Hibbard, Spencer, Bart- 
lett & Co., wholesalers. He 
entered business for himself 
in 1910 as a hardware dealer 
in Washington, Ind. Later as 
a member of the merchan- 
dising and operations staff of 
Montgomery Ward & Co., he 
managed the hardware, 
plumbing and heating divi- 


sion for that organization. 

During the 21 years spent 
with Sears, he organized the 
Pacific Coast region and di- 
rected that area as vice- 
president before becoming 
president in 1942. Between 
1942 and 1947, he was presi- 
dent and vice-chairman of 
the board. 

Since 1947, Mr. Barrows 
has been Under Secretary, 
United States Air Force, su- 
pervising the purchase and 
distribution of supplies and 
material, Prior to joining the 
air force he acted as deputy 
director of the Economic Di- 
vision of the U. S. Military 
Government in Germany. 








COBURN PRODUCTS 
NAMES DURRIE 
SALES CO. 


The Colorado Fuel & Iron 
Corp., 500 Fifth Ave., New 
York City 18, has announced 
the appointment of Norman 
Durrie Sales Co., 605 W. 
Washington Blvd., Chicago 
6, Ill., as sales agent for 
Coburn Products. 





MARSHALL PLAN HDWE. 
TO BE SHOWN IN U. S. 


Hardware manufacturers 
from Marshall Plan coun- 
tries, producing exportable 


merchandise suitable for the 
American market, have been 
invited to participate in the 
program now being launched 
by Permanent Exhibitions 
for International Trade, Inc., 
and the United States Mar- 
keting Council, Inc., to aid 
European countries in 


in- 
creasing dollar sales. 
The manufacturers wil] 


exhibit their products at a 
permanent sales exhibition to 
be opened September 1, 1950, 
in the International Room of 
the Prince George Hotel in 
New York City. . 





DONALD FOSTER JOINS 
BECKER & ASSOC. 


Frederick E. Becker & 
Assoc., factory representa- 
tives for the Pacific north- 
west with offices at 1132 N. 
W. Glisan St., Portland, 
Ore., has announced that 
Donald M. Foster, formerly 
of Donald’s, Inc., of Port- 
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land, Ore., will become asso- 
ciated with them to aid the 
promotion of wholesale sales 
on the various manufactur- 
ers lines they represent in 
this area. 

The F. W. Lawson Co., 
Cincinnati, Ohio, whose lines 
have been represented by 
Frederick E. Becker on the 
Pacific coast for over 11 
years, will establish a ware- 
house stock in Portland at 
the above address. 





MACBETH GAINS MURRAY 
SALES POSITION 


Charles L. Macbeth has 
joined the home appliance 
division of The Murray 
Corp., of America, Scranton, 
Pa., to handle special sales 
assignments in the plumbing 
field. , 

For the past four years 
Mr. Macbeth had been with 
Briggs Mfg Co., most recent- 





CHARLES L. MACBETH 


ly as regional sales manager 
in the Philadelphia office. Be- 
fere that he was with Amer- 
ican Brass for 15 years in 
various sales capacities. 





PERFECTION ADDS TWO 
SALESMEN; NOW HAS 
23 WAREHOUSES 


Edward A. Mowbray, Jr., 
has joined the sales staff of 
Perfection Stove Co’s. Jersey 
City, N. J. district, covering 
New Jersey. 

A veteran of World War 
II, Mr. Mowbray spent sev- 
eral years in the sales field, 
both before and following 
World War II. Just before 
coming with Perfection, he 
was employed by The Amer- 
ican Stove Company. For- 
merly, he was with the Cush- 
man Motor Co., in New York 
State, the Henry Disston 
Co., of Pennsylvania, and 
the E. A. Mowbray Co., 
Realtors, touring Pennsylva- 
nia, West Virginia and 
Maryland. 

J. Frank Huber has also 
been added to the sales staff 
covering Chicago District, 
according to an announce- 
ment by F. T. Stahl, district 
manager. He will represent 
the company in eastern Iowa 
and western Illinois, with 
headquarters in Davenport. 

Mr. Huber was with the 
American Lead Pencil Co., 
Hoboken, N. J., where he re- 
mained three years, contact- 
ing wholesalers, large retail- 
ers and industrial accounts. 

The company has _ an- 
nounced that it now has 23 
warehouses in 20 states and 
one territory, more than 
three times the number in 
existence at the end of 
World War II. 





NEW COMPRESSOR 
FIRM ORGANIZED 


A new company, the Para- 
mount Compressor Corp., has 
been organized at 512 N. 
Sangamon St., Chicago, IIl., 
to take over the manufacture 
of an improved all-purpose, 
portable air compressor for- 
merly made by the Compres- 
sor Corp. of America, St. 
Joseph, Mich., it was an- 
nounced by Blake Hopkins, 
president of Paramount and 
inventor of the machine. 





AKRON HAS NEW PLANT 


Akron Hardware Mfg. 
Corp. has moved to a modern 
plant at 32nd Ave. and 57th 
St., Woodside, N. Y. 


ROCKWELL POWER TOOL 
APPOINTS SALESMAN 
The power tool division, 

Rockwell Mfg. Co., Milwau- 

kee 1, Wis., has announced 

the appointment of Eugene 





EUGENE GARDULSKI 


Gardulski as its sales repre- 
sentative for lower Michigan. 

Mr. Gardulski formerly 
supervised power - tool sales 
at Waterston’s of Detroit and 
also traveled for that firm as 
a salesman. 





DARWIN NOW IN MODERN 
CHICAGO HEADQUARTERS 


Darwin Products, Inc., has 
moved into new, larger and 
more modern headquarters 
at 2435 West 14th Street, 
Chicago 8, III. 





EDELEN IN ATLANTA 
FOR DELCO DIVISION 


Richard Edelen, a member 
of the market research de- 
partment, Delco Appliance 
division, General Motors 
Corp., has been appointed 
zone representative in At 
lanta, Ga., for that Division. 
He will cover the states of 
Georgia and Alabama. 

Prior to his association 
with Delco Appliance he was 
connected with the Shell Oil 
Co. and the Foote, Cone & 
Belding Advertising Agency 
in Chicago. 





SOUTHERN SALESMAN 
FOR PEQUEA WORKS 


Fred Pareira, former pres 
ident of Munro Sports, Ine, 
is the new southern states 
representative for Pequea 
Works, Inc., Strasburg, Pa. 

Mr. Pareira has been it 
the sporting goods business 
for the past 20 years. 
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OFFERS A COMPLETE LINE OF 


e Extension Ladders e Step Ladders 





JLSKI : e Painting, Decorating 

les repre- and Contractors’ Equipment 
Michigan. 

formerly Ait \Y e Ironing Tables e Sleeve Boards 
tool sales THIN \VSAC CA\ ; 

etroit and NNRVATB ESATO IRYIE and other Richbilt Quality Products. 
at firm as 





THE RICH LADDER & MANUFACTURING COMPANY DePT.3i11 - 5040 LESTER ROAD, CINCINNATI 13, OHIO 
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Plan N. Y. Store Modernization Center to 
Centralize Store Equipment Market Interest 


Plans for the _ establish- 
ment of the first Store Mod- 
ernization Center, aimed at 
centralizing interest in an 
annual’ two-billion dollar 
market for new store equip- 
ment and building materials, 
were announced recently by 
John W. H. Evans, director 
of the Store Modernization 
Institute, 40 E. 49th St., 
New York City, sponsor of 
the Store Modernization 
Shows held the past three 
years. 

The Center will house per- 
manent exhibits of store 
modernization materials, and 
negotiations are now under 
way to lease 15,000 square 
feet of floor space in an air- 
conditioned building on Fifth 
Avenue to serve as_head- 
quarters for the project. Ex- 
hibits will be open five days 
a week throughout the year 
to executives of retail stores 
and store architects and de- 
signers and builders engaged 
in the modernizing of stores, 


one of the most active build- 
ing classifications in Amer- 
ica. 

“The Store Modernization 
Center will enable alert re- 
tailers to investigate on 
every business trip the lat- 
est developments in_ store 
equipment and thereby keep 
abreast of new merchandis- 
ing techniques available to 
them,” Mr. Evans said. 

Clinics and forums will be 
held monthly and will pre- 


sent discussions by leading 
architects, designers, store 
executives and equipment 


manufacturers on such top- 
ics as design and layout, 
displays and fixturing and 
merchandise handling tech- 
niques. Retailers through- 
out the country will be in- 
vited to these meetings. 
Prominent store architects 
and designers from all states 
will be invited each month 
to exhibit their best com- 
pleted work of newly mod- 


ernized stores. 








HDWE. TRADE ASS’N 
HONORS E. S. NORVELL 
PLANS GOLF PARTIES 


Honored guest at the May 
15 meeting of the Hardware 
Trade Association of New 
York, at the Railroad Ma- 
chinery Club, New York 
City, was Edward S. Norvell, 
former secretary-treasurer of 
the association, who recer tly 
entered the retail hardware 
business in Darien, Conn., 
after many years’ associa- 
tion with E. C. Atkins & Co., 
Indianapolis, Ind. Mr. Nor- 
vell received a wrist watch 
as a token of appreciation 
for his long services to the 





E. S. NORVELL 
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Hardware Trade _ Associa- 
tion, presentation being made 
by William Edwards, Hansen 
& Yorke Co., Inc. More than 


50 members and guests at- 
tended the meeting which 
was conducted by John F. 
Ryan, Joseph C. Ryan & 
Sons, Ine., Yonkers, N. Y., 


president of the group. 

Three summer golf par- 
ties were announced. Com- 
petition for the Champion- 
ship Handicap Cup will be 
held June 20 at the Upper 
Montclair Country Club, 
Clifton (Upper Montclair), 
N. J. For the midsummer 
golf party July 25 is the date 
at the Tamarack Country 
Club, Greenwich, Conn., with 
the President’s Cup at stake. 
The Secretary’s Cup will be 
at stake Sept. 15 at the Plan- 
dome Golf Club, Plandome, 
Long Island, N. Y. 


ANDERSON HEADS N. Y. 
KIMBLE GLASS SALES 


T. (Ted) Anderson has 
been named manager of the 





New York sales office of 
Kimble Glass, division of 


Owens-Illinois Glass Co., To- 
ledo, Ohio, succeeding R. O. 


Hereford, who recently re- 
signed. 
In 1931 Mr. Anderson 


joined Kimble Glass and has 


always been associated with 
its New York office. 

Also announced was the 
promotion of I. R. Norton to 
service manager of the New 
York branch. Mr. Norton 
joined Kimble in 1937 and 
since 1947 has been a mem- 
ber of the Kimble Toledo 
general office. 

Edward T. Derr, formerly 
of the Vineland, N. J., plant, 
has replaced Mr. Norton in 
the Kimble Glass sales and 
service control division in 
Toledo. 





FISHING TACKLE FIRMS 
NAME FLA. SALESMAN 


The Montague Rod & Reel 
Co., and Ocean City Mfg. 
Co. have announced the ap- 
pointment of Fred Heide as 
their representative in the 
state of Florida. 

Over the years Mr. Heide 
has served in the capacity of 
sporting goods wholesale 
salesman, sporting goods 


= 





FRED HEIDE 


buyer and manufacturer's 
good will ambassador to the 
dealer and the consumer. 


SAMSON UNITED 
NAMES THREE AGENTS 


Samson United Corp., Roch- 
ester, N. Y., has announced 
the appointment of Martin 
Van Brauman Co., 6423 Glen- 
dora St., Dallas, Tex., cover- 
ing Texas, Oklahoma, 
Arkansas, Louisiana and 
Mississippi; Fred A. Wiebe 
Co., 710 North 12th St., St. 
Louis, Mo., covering Mis- 
souri, Iowa, Nebraska, Kan- 
sas, and southern Illinois; 
Peyser & Company, 1501 
North Weber St., Colorado 
Springs, Colo., covering Colo- 
rado, Wyoming, Utah and 
New Mexico, as its represen- 
tatives. 


FARRINGTON JOINS 

CLEVELAND STEEL 
James W. Farrington has 
recently joined Cleveland 
Steel Inc, 


Specialty Co., 





JAMES W. FARRINGTON 
Cleveland, Ohio. Mr. Far- 
rington, with the exception 
of four and one-half years 
in the Army Air Force, has 
been associated with con- 
tract steel fabrication in 
Cleveland. 


TWO WORTHINGTON PUMP 
SALES VETS RETIRE 


The retirement of two 
sales veterans who started 
with Worthington Pump 4 
Machinery Corp., Harrison, 
N. J., over 40 years ago, has 
been announced by that com- 
pany. 

C. F. Harwood joined 
Worthington’s predecessor 
company, International 
Steam Pump Co., in Boston 
in 1903 as salesman. In 1909 
he became a member of the 


condenser department and 
was appointed manager in 
1921. In 1945 he was ap 


pointed assistant to the vice 
president. 

Frank D. Shumate became 
associated with Worthing 
ton in 1906 as a sales en 
gineer in the Chicago Dis- 
trict office. Most of his work 
has been in connection with 
condenser and power plant 
equipment sales, as engineer? 
in the steam power division 
until his appointment as as 
sistant manager of the con- 
denser section. 


SYRACUSE METALS MOVE 

Syracuse Alloy Metals 
Corp. has now located its ge! 
eral offices at 316-324 Peat! 
St., Syracuse, N. Y. 


HARDWARE AGE, JUNE 1, 1950 
















The new 
tles hav! 
screw © 
number 
mark 
alumin 
eye-ce 





HARDWARI 





| JOINS 
STEEL 
ington has 
Cleveland 
Co., Ine, 





tINGTON 


Mr. Far- 
exception 
half years 
Force, has 
with con- 
cation in 


TON PUMP 
RETIRE 


of two 
10 started 
Pump & 
Harrison, 
s ago, has 
that com- 


xd = joined 
redecessor 
ernational 
in Boston 
n. In 1909 
ver of the 
nent and 
anager in 

was ap- 
o the vice 


te became 
W orthing- 
sales en- 
cago Dis- 
* his work 
‘tion with 
ver plant 
; engineer 
r division 
ant as as- 
’ the con- 


LS MOVE 


Metals 
ed its gel- 
324 Pear 


, 1, 1950 












when you feature Sensationally New 
UNIVERSAL Vacuum Goods 





For Picnics... Camping...Beach Parties 


You “realize” the profits in picnic wares when you display Universal 
Vacuum Bottles and sets. Nationally advertised . . . backed by the quality 
mame customers know and trust—these famous Universal picnic prod- 
ucts are the smart choice to send your Summer sales up, UP, UP! For further 
information about Universal Vacuum Bottles and sets write Department 
HA, Landers, Frary & Clark, New Britain, Connecticut. 





UNIVERSAL 


UNIVERSAL Pre-Sold in these Leading 
National Magazines Again and Again!! 





UNIVERSAL Motor Luncheon Set 


Picnickers’ preference from coast-to- 
coast! Two Universal Vacuum Bot- 
tles, quart-size. Enameled lunch box, 
complete service for 4. In easy-to- 
carry handsome Linette Travel Case. 





Sonastionally NEW! 


Vacuum Bot- 
oulders which 
de it. Model 
famous Universal trade- 


he bottom. Choice of 
in colorful, 











ned Universal 
d aluminum sh 
shell—not insi 


UNIVERSAL Master Outing Set 


“Set” for faster Summer sales—more 
satisfied customers. Two Universal 
Vacuum Bottles, quart-size. Big all- 
metal lunch box. Packed in durable 
grained leatherette carrying case. 


The newly desig 
tles have polishe 
screw over outer 
number, plus ya : 
ed on 
mark now stamp : 
aluminum oF hard plastic cups 


-catching cases: 






























eye 


Ka” § Ss UNIVERSAL 


QUALITY AND VALUE SINCE 1842 LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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HARDWARE BRIEFS 








CALIFORNIA 

An expansion project will 
add another story to the Si- 
mon Hardware Co., building 
at 8th and Broadway, Oak- 
land, and double the store 
space. There also will be a 
rearranging of some of the 
first floor space and a remod- 
eling of part of the base- 
ment to provide more selling 
space. 


COLORADO 


N. C. Adams, manager of 
Pueblo Hardware Co., since 
1930, will soon open a new 
and modern store in Pueblo, 
at 801 N. Main St. 


CONNECTICUT 


Lindy’s Hardware, for 
more than 13 years located 
at 323 Albany Ave., Hart- 
ford, has moved to a modern 


store at 330 Albany Ave. 
The store is operated by 
Samuel B. Lindenberg. 
LOUISIANA 
Powers Hardware, which 
moved to Newellton from 


Ruston, has taken over the 
Kaufman Hardware at New- 
ellton and will continue to 


operate it under the old 
name with A. S. Bloom as 
manager. 
MICHIGAN 

The Benson Hardware 
Co., 230 N. Washington Ave., 
Lansing, is now operating 
under the name, Rutans, Ine. 





MISSOURI 
Dean Davis has purchased 
a hardware store on U. S. 
Highway 40 between Kan- 
sas City and Independence. 


Basil O. Temple and C. C. 


Coop have purchased the 
Sutter Hardware store, Dia- 
mond, from T. C. Sutter, 
owner of the business 45 
years. Mr. Temple a sales- 


man for Shapleigh, will con- 
tinue with that position 
while Mr. Coop will operate 
the store. 


NEW JERSEY 
The new White Oaks 
Hardware’ Store recently 


opened at its new building, 
90 Union Ave., Nutley. It 
is operated by Mr. and Mrs. 
Felton Heacock and their 
son, Eugene Heacock. 


NEW MEXICO 
Pat Dial is planning to in- 
stall a new front on his Az- 
tec Hardware Store, Aztec. 





PENNSYLVANIA 


Bros., North 
recently marked 
anniversary and 
enlarged 


Mecklem 
Rochester, 
its 38th 
also opened an 
showroom. 


SOUTH CAROLINA 

The Dixie Hardware & 
Mills Supplies, Inc., Green- 
wood, will occupy a modern 
store some time in August. 
Officers of the company are 
Earle P. Barron, president, 
formerly with Rock Hill 
Hardware Co.; J. S. Abney, 
vice-president and secretary, 
and F. C. Grier, treasurer 
and assistant secretary. A 
parking lot on the left is 100 
ft. sq. 





SOUTH DAKOTA 


Milbank Hardware Co., 
Milbank, recently reopened 
after an extensive modern- 
ization job. 





Hans Meehan has recently 
purchased the Mission Hard- 





ware, Mission. 
TEXAS 
Philip Jones has_ been 


named sales manager of 
Jones Hardware, Sweet. 
water. 
WISCONSIN 
East End Hardware Co, 


2207 East Fifth St., Supe 
rior, held open house recent- 
ly marking the opening of 
an appliance center. 





E. C. Goodman and Ey. 
erett Reed recently bought 
the Hanus Hardware, Bell- 


mead, and have changed the 


name to Goodman & Reed 
Hardware Co. 


HOLLAND JOINS JOHNSON 

B. L. Holland has been as. 
signed to Oregon and south- 
ern Washington as_ sales 
agent for Frederick Johnson 





Co., 2119 Westlake Ave, 
Seattle, covering: Athol] 
Vises, Bentzinger brushes, 


Abrasive Products, The Cra- 
tex Co., Desden trowels, Hol- 
land Tacks, Revere Brush 
Co., and John Stortz & Son. 





HARGROVE-GREEN MOVES 


The Hargrove-Green (Co. 
Los Angeles, Cal., manufac- 


turers representatives, cov- 
ering California, Arizona, 
New Mexico and Western 


Texas, has announced a new 
address, 1800 Marengo St. 











MORE THAN 900 ATTEND SQUARE CLUB’S SHORE DINNER: At its 20th annual 





Shore Dinner at the Hotel Astor, 





Pag 


New York City, the Hardware Square Club resumed this type of get together, May |1, with a turnout of over 900 members 
and guests. Under direction of George H. Jungkind, 277 Broadway, New York City, manufacturers’ agent, and first vice 
president of the club, the shore dinner was followed with an exceptionally varied and entertaining program of professional dan- 
cers and singers. Aside from the briief word of welcome from Edward Brandt, The Long Island Hardware Co., Long Islan 


City, N. Y., as president of the club. the entire evening was given over to feasting and merriment. 
1929, excepting 1945 and last year, when a clambake was held. 


an annual affair of the 
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Hardware Square 


Club 


since 


The Shore Dinner has been 
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National Contract 


The 


Ha rdwa re 


the 


Association and 


American Society of Architectural Hardware Consultants 
met recently at a luncheon at the Missouri Athletic Club 
with the local convention committee to plan the annual con- 
yention of the associations to be held in Kiel Auditorium, 
Sept. 18-21, 1950. W. E. Peterson, Shapleigh Hardware Co., 
St. Louis, committee chairman, presided. Howard MacCarthy, 
Jr. president, MacCarthy Hardware Co., Baltimore; Franklin 
Schlitt, first vice-president, Schlitt Hardware Co., Springfield, 


Il, and John R. Schoemer, New 


York, managing director, 


represented the national organizations. 
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PORTER-CABLE EXECS. 
SEE 1950 BIG YEAR 


At the first annual sales 
meeting held since the war 
at the Porter-Cable Machine 
Co., Syracuse, N. Y., execu- 
tives of the firm voiced a 
great deal of optimism for 
business in general for 1950. 
J. A. Proven, vice-president 
in charge of sales, scheduled 
the meeting to brief the 
salesmen of the company on 
the expanded sales promo- 
tion program which has been 
planned for 1950. Mr. Proven 
said that 1950 will be the 
biggest year in Porter-Ca- 
ble’s history, and that the 
company hopes for a 25 per 
eent or more increase in sales 
in 1950 over 1949. 

One of Mr. Proven’s rea- 
sons for his optimistic out- 
look is the fact that he ex- 
pects the volume of residen- 
tial building in the United 
States during 1950 to be as 
large or larger than the un- 
usually high year of 1949. 

A second reason why Por- 
ter-Cable’s sales manager 
thinks their business will 
Teach a new peak in 1950 is 
the sudden post war demand 
for portable electric tools on 
the part of home owners and 

me workshop hobbyists. 
These people constitute a 
relatively new $50,000,000 
market. 

A third market for power 
tools which has recently 
opened up is the farm mar- 
ket. Farmers have also dis- 
Covered the advantages of 
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mechanizing the many hand 
operations around the farm. 

New sales and service poli- 
cies in regard to the com- 
pany’s present distribution 
and as it affects the market- 
ing of the Sterling Tool 
Products Co. products were 
presented and discussed from 
various angles during the 
first day’s meeting. On the 
second day demonstrations of 
Porter-Cable Tools and a dis- 
cussion of the markets for 
various tools were presented. 
On the last day of the meet- 
ing, policy presentations on 
various machines including 
several new models were pre- 
sented. The four zone 
managers presented various 


portions of the program. 
These included: H. G. Wild 
of Syracuse, eastern zone 


manager; R. J. Shanahan, of 
Chicago, mid-western zone 
manager; R. A. Hummert of 
San Francisco, western zone 
manager, and R. M. Ostrom, 
of Atlanta, southern zone 
manager. 





CARTON COMPETITION 
WINNERS ANNOUNCED 


The winners of the 1950 
Carton Competition held by 
the Folding Paper Box Asso- 
ciation have been announced, 
and in the hardware, appli- 
ance, and automotive divi- 
sion, Skilsaw, Inc., was 
named for two of the six 
awards for progressive car- 
ton design and usefulness. 
Awards went to the Skil 
home shop saw and the home 


1950 


shop sander-polisher self-dis- 
play packages. Both of these 
display cartons were de- 
signed and produced by Con- 
tainer Corp. of America. 

Other award winners in 
this division were: Ekco 
Products Co. for the kitchen 
pan carton, Imperial Knife 
Co. for its tableware set, and 
the Burgess Battery Co. for 
the Vibro-Tool carton. 





O’DONNELL HEADS 
OMAHA G.E. 
APPLIANCE SALES 


C. W. O’Donnell has been 
appointed Omaha manager of 
appliance sales for the Gen- 
eral Electric Co. 

Mr. O’Donnell joined Gen- 
eral Electric in Kansas City 
in 1947. 





HIBBARD DISTRIBUTORS 
FOR BEACON WAX 


Beacon Wax Co., Boston, 
Mass., has appointed Hib- 
bard, Spencer, Bartlett & 
Co., hardware wholesalers, 
Evanston, IIl., as distributor. 





ST. CROIX NAMES AGENTS 


St. Croix Corp., Unity, 
Wis., has appointed the Ed. 
W. Simon Co., its eastern 
representatives. Operating 
under the direction of Frank 
Jackman, the company will 
cover: Pennsylvania, New 
Jersey, New York, Connecti- 
cut, Rhode Island, Vermont, 
New Hampshire, Maine, Mas- 
sachusetts, Maryland and the 
District of Columbia. 





COTTER ISSUES 1950 
SPRING, SUMMER BOOK 


Cotter & Co., hardware 
wholesalers, 365 E. Illinois 
St., Chicago 11, IIl., has re- 
cently prepared its 1950 
spring and summer con- 
sumer catalog. The 32 page 


rotogravure consumer cata- 
log contains about 800 hard- 
ware, housewares and sport- 
ing goods items. A _ special 
section is devoted to spring 
garden supplies, farm sup- 
plies, sporting goods, and 
picnic supplies. Also one 
page features plastic house- 
wares items. 

HOTPOINT INC. HOST TO 
300 WISCONSIN DEALERS 

Nearly 300 Wisconsin Hot- 
point dealers recently visit- 
ed Hotpoint, Inc., 5600 W. 
Taylor St., Chicago, for a 
marketing department pres- 
entation of 1950 sales pro- 
grams, sales training activi- 
ties and new products, Fred 
J. Walters, vice president, 
has announced. 

The dealers came from all 
parts of the state, and were 
brought to Chicago in a spe- 
cial bus from Milwaukee. 
Included on the agenda were 


a tour of the company’s 
range plant, and introduc- 
tion of new electric water 


heaters, refrigerators, auto- 
matic dishwasher-sinks, and 
automatic washing machines. 
B. L. Ditch, zone manager 
of Hotpoint’s north central 
district, and L. D. Mor- 
gridge, manager, appliance 
sales, General Electric Sup- 
ply Corp., Milwaukee, were 


in charge of the special 
meetings. 
Mr. Walters said that 


complete sales presentations 
have been made to the com- 
pany’s distributors in a se- 
ries of meetings held in 13 
key cities throughout the 
country. These were fol- 
lowed by distributor-dealer 
sessions covering approxi- 
mately 13,000 retail outlets 
selling Hotpoint appliances 
for kitchens and home laun- 
dries. 
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LOUIS C. KREH 

Louis C. Kreh, secretary 
of the Missouri Retail Hard- 
ware Association for over 10 
years, died recently. Mr. 
Kreh was associated with the 
Probate Court from the age 
of 18, to 1934. Prior to join- 
ing the association, he was 
connected with the real es- 
tate business. Survivors in- 
clude his widow, Bernice, and 
a son Wesley. 


EDWARD W. KARRER 


Edward W. Karrer, 63, 
buyer for The Geo. Worthing- 
ton Co., hardware  whole- 
salers, Cleveland, Ohio, for 
26 years, died recently at his 
home in Lakewood. Mr. Kar- 
rer was associated with the 
hardware business for a total 
of 48 years, having been with 
the former Luetkemeyer Co., 
before joining Worthington. 
His survivors include his 
widow and two daughters. 
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DAVIS 
MIGHT LIGHT 


for HALLWAYS - BEDROOMS 
STAIRWAYS * NURSERIES 






also bulb and fuse tester 







Plugs into 
any wall 
socket 


This attractive light is a safety 
measure in the home. Helps 
prevent accidents by giving a 
soft glow when regular lights 
are out at night. No groping in 
the dark. Uses but little cur- 
rent. Takes a 6 watt light bulb 
and plugs into any 110 volt 
socket. It is perfectly safe to 
use ... no danger to children 
or novices. There’s nothing else 
like it. Every home should have 
one or more. Useful also for 
testing fuses, lamp bulbs, 
Christmas tree lights . . . and 


besides it’s a Nr ley, 


FLASH 
BULB TESTER 


For photographers and 
camera fans. 





ATTRACTIVE COUNTER DISPLAY CARTON 
holds 12 Night Lights to retail at 





See your jobber or write direct 


Wlanusactared by 


DAVIS MANUFACTURING COMPANY 


PLANO, ILLINOIS 
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The Business Outlook—Markets and Price News 


(Continued from page 14) 


construction made in the win- 
ter months, Department figures 
showed that output of building 
materials in February dropped 
about 3 pet from January. 

Even so, the Department re- 
ported, February’s index was 
116.3 pet of the 1939 monthly 
average, a good 8 points above 
the level for the index in Febru- 
ary, 1949. In January, 1950, the 
index was at 120.2 pct. 


Country's Production 
Rose in First Quarter 


Most business trends con- 
tinued to point upward in April, 
reported the President’s Coun- 
cil of Economic Advisors. The 
Council felt “very happy” about 
the latest reports on the na- 
tion’s economic health. 

Tentative figures contained in 
the Council’s monthly report 
showed the Federal Reserve 
Board’s index of industrial pro- 
duction moved up to 188 in 
April, from 187 in March. 

The index of the “gross na- 
tional product”—comprising all 
goods and_ services—for the 
first quarter, climbed to an an- 
nual rate ‘of $262 billion, from 
$258 billion for the correspond- 
ing three months of 1949. 

Other highlights from the re- 
port are: 

New non-farm housing starts 
in March reached 110,000, com- 
pared with only 69,000 for 
March, 1949, and 80,000 in Feb- 
ruary, 1950. 

Total personal income from 
March rose to an annual rate of 
$222,700 million, compared with 
a rate of $210,200 million for 
March of last year. 

Prices received by farmers 
rose four points on the index, 
or nearly 2 pet, from March 15 
to April 15, with soybeans, corn 
and beef cattle showing the 
largest gains. 


Installment Buying 
Reaches Record High 

U. S. consumers went deeper 
into debt in March to fill their 
requirements on a pay-as-you-go 
basis. Installment credit out- 
standing on March 31 reached a 
record $11,103 million. This was 
a gain of $207 million during 
the month, and was $2,674 mil- 
lion more than a year ago. 

The amount owed on automo- 
biles alone rose to a new high 
of $3,367 million, up $111 million 
from a month earlier. 

Meanwhile, businessmen are 
looking on the abundant use of 
credit today as a_price-stimu- 
lating force. 

The high tide of buying “on 
the cuff” is especially notable in 
houses and autos. The home- 
building rush stimulates the de- 
mand for furniture and appli- 
ances, also sold heavily on cred- 
it; furniture installment sales 
were running 22 pct ahead of 
1949 in February. 


Installment Collections 
Ratio Higher in March 


Installment collections ratios 
of both furniture and household 
appliance stores rose slightly in 
March and, when related to first- 
of-month accounts receivable, 
gave collection ratios one point 
higher than those for February. 
However, at both kinds of out- 
lets the rate of collection in 
March was considerably slower 
than for the corresponding 
month last year, according to a 
report of the Board of Governors 
of the Federal Reserve System. 


Paint Ingredients 
Cost More Today 


Paint makers are finding their 
raw material costs crawling up- 
ward. Two important paint in- 
gredients are linseed oil and 
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Lightest Shovel Made! 
SAVES A TON A DAY 


APPROXIMATE WEIGHT 47 
3% TO 3% LBS. 


Features of AMES FEATHERLITE 


1. Lighter... made from a High Carbon Steel 
Sheet. No heavy sections in socket or frog. 


2. Strength comes from its Tubular 
Shaped Tempered Socket filled 
by handle driven in 
under great pressure. 


3. Featherlite meets 
Railroad Track 
Shovel weight 
test of 200 
pounds. 


C AMES ) 
ee ee 


4 1774 ») 
PARKERSBURG, W. VA AMES BALDWIN WYOMING CO. NORTH EASTON MASS 
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Polished tapers 
ond sides. 


Cutting edge 
very hard. 


Polished 
taper. 


Taper 
proportioned 
to lengths 

of grips. 





VLCHEK 


PUNCHES and 
CHISELS 


“FAST MOVERS 


Superlative values in this 

complete line solid, center, 

prick, pin, and taper punches; 

cold and special shape chisels 
| in all wanted sizes. 





| The popular square design 
| with striking faces hard but 
tough and beveled to prevent 
mushrooming. Tapers long 
and easy to regrind. Made of 
forged carbon steel, heat 
treated for over-all toughness, 
and chrome plated. 


The kind of tools that make 
friends and influence 
customers. How’s your stock? 


THE VLCHEK TOOL COMPANY 


3001 E. 87th St. © Cleveland 4, Ohio 


- A Complete Line of 
_High- Grade Forged Tools 


+ alee OUT a be! * a dh a cae ee 1 le ee eens 
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soybean oil. At 135¢¢ a lb., soy- 
bean oil has climbed 8 cents 
since the start of the year. Lin- 
seed oil, which has not yet fol- 
lowed the soybean product up, 
is expected to do so. Lead and 
zinc advances recently are a fac- 
tor, also, as both are used in 
paint. 


Awnings of New Orlon 
Soon to Hit the Market 


Awnings made of “Orlon,” 
Du Pont’s new acrylic fibre, 
were to be distributed early in 
May by Sears, Roebuck & Co. 
in Detroit and Dayton, and by 
Montgomery Ward & Co., in De- 
troit. The awnings will be 
woven by Deering, Milliken & 
Co., Inc. 


Because of “Orlon’s” ability 
to withstand weathering and its 
complete freedom from mildew 
or other micro-organic attack, 
it is expected that awnings will 
be a most popular outlet for 
Orlon. 

Awnings of Orlon will sell, it 
is said, at approximately $15 
for the three-foot size. Large- 
scale production will not be un- 
der way until late August. 


Railroads Cut Freight 
Loss, Damages 16% 

The railroads report they are 
cutting sharply into a substan- 
tial item of expense — freight 
loss and damage. 

The freight claim division of 


| the Association of American 





Railroads said the total amount 
paid in claims for loss and dam- 
age last yeay was $113,860,000, 
which was 15.9 pct less than in 
1948. The number of claims 
pending settlement at the end of 
1949 was 27.8 pct less than at 
the end of the previous year. 

In 1949 the number of claims 
filed for loss and damage was 
reduced 23.4 pct under those 
filed in 1948. 


Cory Drops Price 


A price reduction on the Cory 
4-8 cup Model DKG rubber bush- 
ing type coffee maker has been 
announced by Cory Corp. Retail- 
ers have been notified that after 
May 1 the brewer can be adver- 
tised at the new fair trade list 
price of $3.95. The previous 
price was $5.50. 


60 Million on Payrolls 
Expected This Summer 


Employment this summer 
probably will equal or exceed 60 
million, says R. C. Goodwin, di- 
rector of the Bureau of Employ- 
ment Security. This figure was 
the post-war goal of federal plan- 
ners, and hasn’t been topped 
since October, 1948. A post-war 
high of 61,615,000 jobs was set 
in July, 1948. 

He reported to Labor Secre- 
tary Tobin that, between Janu- 
ary and March, employment rose 
in three-fourths of the nation’s 
major production centers, and 
in two-thirds of the areas of 
“most severe unemployment.” 
During the corresponding pe- 
riod last year employment 
dropped, and unemployment 
rose, in nine of the ten areas 
surveyed. 


Second Half Prospects 
Now More Promising 


The business recovery under 
way since last August “is still 
under strong momentum,” and 
“it seems apparent that con- 
fidence in the outlook for the 
second half year has improved,” 
the National City Bank stated in 
its latest monthly letter. 

One indication of the improve- 
ment in confidence, is the will- 
ingness to enlarge programs of 
capital expenditures a little, and 
another is the evident feeling 
that the commodity price out- 
look is firming. 

At the same time, the bank 





Hardware Humor 
By Hardware Age 
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The Famous WYTEFACE Steel Tapes 


plus an eye-catching 


Counter Display Unit 


are creating hardware-profit NEWS! 


he 


Drafting, 
Reproduction, 
Surveying Equipment 

and Materials, 

Slide Rules, 
Measuring Tapes. 





WYTEFACE* Steel Tapes are famous among hardware 
dealers for their obvious superiority . . . for the way 
exacting customers demand them. 

WYTEFACE Steel Tapes are easier to read in any light 
with their black markings on white background. The 
white surface will not crack, chip or peel. 

But K&E Does Even More 

To Help Build Your Profits! 

You can sell WYTEFACE with one of the most 
merchandising-minded metal counter displays in the 
business. It dramatically sells WYTEFACE Tapes... 






.. 
2 


heal YTEE, 
—— ACE 












saves you inventory space .. . makes your counter work 
easier. For instance .. . 


1. Your customers see the actual easy-to-read, black-on-white tapes. 
2. The gloss front protects the tapes from handling and less. 

3. Stock is held in the roomy back compartment. 

4. Sales features printed on the back help clerks. 


Next time you order WY TEFACE Steel Tapes and Tape 
Rules and Refills, ask your jobber for one of the two 
assortments which come packed in this handsome dis- 
play. You'll sell more much faster. 

*Trade Mark. W yteface Steel Tapes are protected by U.S. Patent 2,089,209. 


KEUFFEL & ESSER CO. 


EST. 1867 
DETROIT * SAN FRANCISCO ©* LOS ANGELES * MONTREAL 


NEW YORK © HOBOKEN,N.J. © CHICAGO ¢ = ST. LOUIS 
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j—-——-AN ARTMOORE PRODUCT——~— 


ORIGINAL TRIPOD DRYER 
STILL THE SALES LEADER 






FAMOUS ARTMOORE 
COLLAPSIBLE TRIPOD 
CLOTHES DRYER has 
everything youand 
your customers want: 
Plenty of drying space 
-24 smooth, snagproof, 
rustproof feet for In- 
between washings, dia- 
pers, lingerie! Compact—closes completeiy 
to only a few inches of space! Lightweight 
—all select hardwood, weighs only 5 Ibs.! 
And it's priced right—retalls at only $2.95. 


See your jobber or write 


ARTMOORE CO. 


Dept. A-60, 1319 North 3rd Street 
Milwaukee 12, Wisconsin 














play safe! 


A hardware line complete 
with a wide diversity of 


(LOOK FOR | styles to meet practically 
TE RAS every building requirement. 





* Modern designs, simple and 
positive in operation 

* Basic materials, strong and 
wear-resistant 

* Smooth, friction-free actions 

* Protective finishes that defy 
rust and deterioration 

* Neat labeling and packag- 
ing—easy to stock and sell 





You can profit from the vaiu- 
able repeat business created 
by National Builders’ Hard- 
ware service records. Send for 
your copy of the complete cat- 
alog today. 











NATIONAL MANUFACTURING 
COMPANY 


STERLING + ILLINOIS 
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sounded this note of caution: 
“If a poll of opinion were taken, 
most business men would prob- 
ably cite some reasons for a 
conservative view. They would 
say that the end of the catching 
up period must come sometime 
in automobiles and housing, as 
it has come in other lines ear- 
lier.” 

The letter also questions what 
the drop in purchasing might be 
when the stimulus in trade from 
the expansion of housing credit 
and consumer borrowing starts 
to run down. 

It observes also that exports 
are down to the lowest levels of 
the post-war period; that crop 
prospects point to a lower farm 
income and smaller buying in 
farm communities; and that the 
large total insurance refunds to 
veterans, which has stimulated 
consumer demand is largely dis- 
bursed. 

“With these uncertainties,” 
the bank concluded, “business 
men are still of a mind to exer- 
cise restraint. They are putting 
emphasis on turnover and inven- 
tory control.” 


Rail, Truck Traffic Up 


The April 29 week’s loadings 
of forest products and miscel- 
laneous freight, largely manu- 
factured articles, were the heav- 
iest for any week since Decem- 
ber, 1948, according to the As- 
sociation of American Railroads. 

Loadings for the week ended 
April 29 were 3.1 pct above the 
previous week, but 5.1 pct below 
the corresponding week in 1949. 

The volume of freight moved 
by truck, was 21 pct higher in 
March than in the like month 
last year. The figures are from 
the American Trucking Associa- 
tion, which reported also that 
truck freight volume rose 16.9 
pet over the level for February, 
1950. 


Vacuum Cleaners 


Factory sales of standard- 
size household vacuum cleaners 
in April showed an increase of 


15.8 pet over April, 1949, 
according to the Vacuum 
Cleaner Manufacturers’ Asso- 


ciation. Sales in the first four 
months of this year were 12.9 
pct above those in the same 
period of 1949, totalling 1,166,- 
343 compared to 1,032,896 clean- 
ers. 


62°% More Homes Built 
In April Than Year Ago 


Building work in April set a 
new high for the month. New 
construction put in place was 
valued at $1,700 million, says the 
U. S. Department of Commerce. 
This was an increase of 10 pet 
over March and 24 pct over 
April, 1949. 

Home building led April’s up- 
turn. It was 11 pct greater than 
in March and 62 pct above a year 
ago. Outlays for factories, 
stores and warehouses held at 
the March rate and were some- 
what under April, 1949. 

So far this year, $6,100 mil- 
lion has been expended on new 
construction, 20 pct more than 
in the initial four months of 
1949. Spending for new dwell- 
ings rose 50 pct. 


Bigger Inventories 
In All Lines But Autos 


Total business inventories rose 
in March to $55 billion by the 
end of the month, the U.S. Dept. 
of Commerce estimated. 

Retailers and wholesalers 
showed increases in their stocks 
during the month, while inven- 
tories of manufacturers re- 
mained generally unchanged. 

As of the end of March, re- 
tailers’ inventories were $14,600 
million, wholesalers’ were $9,- 
400 million, and manufacturers’ 
were $31,100 million. 

In the hands of retailers, this 
amounted to a rise of almost 
$400 million during the month. 





Hardware Humor 
By Hardware Age 


A.B. SLUGGUM 
HARDWARE 








“Accident or no accident— 
separate those seeds into 
their proper containers.” 
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Every Family is a 
Customer for 


SouTH BEND Croquet! 


8, —and South Bend 
5 Has 10 Models For 
Every Family Need! 


The word Tremen- 
dous does not exag- 
> gerate the appeal of 
South Bend Croquet. 
This famous game is 
a natural to satisfy 
the ever increasing 
interest in family 
recreation. The com- 
plete line of South 
Bend enables you to 
offer a croquet set 
to fit every family 
purse. 10 models are 
available, each in 
strikingly smart col- 
ors and all of qual- 
ity construction. 











SALES REPRESENTATIVES 
East—Julius Levenson, 7 East 17th St., N.Y. 
South—Louis Williams & Co., 3rd National 

Bank Bldg., Nashville, Tenn. 
Midwest—South Bend Toy Mfg., So. Bend, Ind. 
So. Calif. & S. W.—Anderson Sales Company, 

730 W. 10th Place, Los Angeles 15, Calif. 
No. Calif.—Standard Toy Agencies, 718 Mission, 

San Francisco, Calif. 

Denver & Pac. N. W.—Leo Scherrer, 2840 W. 
93rd St., Seattle 7, Wash. 


SOUTH BEND TOY MFG. Co. 
SOUTH BEND 23, INDIANA 


SOUTH BEND 


AMERICA’S FAMILY GAME 
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Most of this rise—$300 million 
—took place in stocks of non- 
durable, or “soft” goods. 
Stocks of hard goods rose by 
$100 million, reflected in all 
major lines except the automo- 
tive, which suffered from the 


| . 
| Chrysler strike. 


April Sales of Chain 
Stores Were Lower 

All apparel and variety store 
chains reported April declines, 
ranging from 1.2 pct to 23 pct 
from a year ago but important 
in their sales dip was the fact 


that the pre-Easter buying peri- 


od in April was shortened by a 
week this year, because Easter 
occurred a week earlier than in 
1949. 


Sales increases for April were | 


reported by Sears, Roebuck & 
Co., up 1.1 pet; Spiegel, Inc., up 
4.4 pet, and Sterchi Bros. Stores 
(furniture), up 12.7 pet. 

Montgomery Ward & Co. were 
off 6.3 pet from a year ago. F. 
W. Woolworth Co. was down 2.9 
pet, and S. S. Kresge Co. 8.1 pet 
from last year. 


Strong Bids for Rubber 
Now in Short Supply 


All rubber products quite logi- 
cally are firmer. The cost of 
latex (liquid rubber) is climb- 
ing rapidly. 


Natural latex tapped from the | 
Far East’s rubber trees sold be- | 


low 22¢ a lb. last summer. It 
now brings 35¢. There is some 
synthetic liquid rubber, of 
course, but the natural product 
accounts for about 65 pct of all 
foam rubber, now in great de- 
mand for furniture and auto up- 
holstery. 


A big popular demand for the | 


new pillow-and-mattress foam 
rubber is a price stimulator in 
itself. Manufacturers used some 
35,000 tons of natural latex last 
year, and demand may top 
50,000 tons this year, industry 
spokesmen say. Stocks also are 
low. 


13 Million Nimrods Keeps 
Gun Industry Booming 


That the firearms business is 
really “booming” is shown by a 
recent survey by the Wall Street 
Journal. 


Never before have so many | 
American men taken to the field | 


RLY AER SIRO aa ga 


‘) STEWART PRODUCTS 


ARE TOPS, 


and mighty 
profitable, too! 


Here’s a chance for you to turn a 
= neat profit without investing any 
f Sell Stewart high-quality, 







tsp OOOO ange OE gs 


£ money. 
i nationally advertised products. We'll 
} help you turn inquiries for fence and 
' other metal specialties into quick, 
profitable sales. Just send for our 
catalogs and familiarize yourself with 
; the Stewart line. Then when cus- 
i tomers inquire about these products 
* you'll be in a position to sell them. 
* Remember, there’s nothing to buy. 
» A few of our many items are shown 
f here. Write for catalogs today. Please 
mention specific products in which 
® you are interested. 


| 
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IRON PICKET FENCE in many designs 
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CHAIN LINK WIRE FENCE in sever 







ORNAMENTAL 
IRON 
LANTERNS 














FLAGPOLE 
STANDARDS 















N ) : ‘ \\\ : 
THE STEWART IRON WORKS CO., INC. 


1737 STEWART BLOCK 
CINCINNATI 1, OHIO 
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ONE-PIECE 
&-Z CUP HOOKS 


Smartly Styled! Well-Shaped! 
Keep a good stock on hand—customers buy 
‘em in dozens for kitchens, closets, curtains, 
bathrooms! Durable zinc alloy in nickel and 
brass finish. Packed one gross to a box. 


Also attractively carded. In gay kitchen 


colors—red, blue, green, white; nickel and 


brass. 6 on a card, 10¢ retail. 


Have you an ample stock of GRC Wing 


Nuts? Fast-sellers because GRC’s special 


facilities turn them out at a lower price! 


Jobbers: 


IMMEDIATE DELIVERIES 
Write today for samples and 


catalog sheets. GRC informative catalog 
sheets show clear prices—clear discounts! 


789 East 132nd Street, New York 54, N. Y. 


GRIES REPRODUCER CORP 
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HEAVY USAGE 
STRAIGHT 
SPRING 
BALANCE 


For use in factories, cotton 
fields, farms, warehouses 
or wherever a rugged, 
heavy duty balance of re- 
liable accuracy is required. 
Dial is recessed for protec- 
tion, graduations deep 


SSSISEsEBSO 


r) 


S588 













etched for durability and 
readability. Adjustment 
allows indicator to be set 
at zero to balance scoop or 
pan attached to hook. 


é 


CAPACITIES 

by ‘2 lb. 
by 1 Ib. 
by 1 Ib. 
by 1 Ib. 
by 2 Ibs. 
by 5 Ibs. 


25 Ibs. 
50 Ibs. 
100 Ibs. 
160 Ibs. 
200 Ibs. 
300 Ibs. 





SEE YOUR JOBBER 
_ HANSON SCALE CO. 


525 N. Ada Strect, 


Chicago 22, Ill. 





in quest of duck and deer. In 
pre-war 1939 there were just 
over seven million licensed 
huntsmen in the nation. Today 
there are nearly 13 million. Not 
long before the war only 450,000 
citizens had federal permits to 
shoot waterfowl. Today over 
two million have such authority. 

This has meant yearly sales 
of over two million rifles and 
shotguns for three years in a 
row. Before the war they did 
well to sell a million a year. One 
leading manufacturer reports a 
ninefold expansion in sales of 
some types of rifles over the pre- 
war volume. 

The leading gunsmiths say 
the war interested a lot of city 
folks in shooting, for the first 
time. Comments President Roger 
Kenna, of Marlin Firearms Co.: 
“Many fellows that went into 
the service had never pulled a 
trigger on a gun before. They 
liked it and decided to keep right 
on doing it after the war.” 

Other firearms makers say 
more would-be hunters have 
been buying guns because they 
have more money to spend or, as 
President Frederick Hickey, of 
Savage Arms, see it. “People 
have more time to hunt as a re- 
sult of shorter work weeks.” 
Then, too, orders backed up dur- 
ing the war when sporting gun 
makers were busy. 

One big maker says the indus- 
try now has “better steels and 
finishes as a result of the war, 
and we’re constantly improving 
designs without actually chang- 
ing the model.” 

Though the firearms manufac- 
turers now expect total 1950 
business to be as good, or nearly 
as good, as that of last year, 
none thinks it will be any bet- 
ter. Evidences of a growing 
“be - kind - to- dealers” attitude 
among them, suggests they feel 
competition sharpening. 


Bendix Sales Way Up 


April sales of Bendix auto- 
matic washers, dryers and iron- 
ers amounted to seven times the 
dollar volume of such sales in 
the like 1949 month, according 
to P. H. Ericksen, vice-president 
of Bendix Home Appliances, Inc. 


Mr. Ericksen said the com- 
pany’s sales in April, 1950, ex- 
ceeded $5,500,000, and _ that 


orders on hand for May “are 
more than sufficient to absorb 
scheduled production.” 
















Tightens loose furniture 
WITHOUT taking it apart 


CHAIR-LOC 


<q Cl woo JOINTS TIGHT 
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OVENWARE- CRIB. 


LID-CRIB 


Holds POT-LIDS of For BAKING DISHES, 

various sizes neatly. pie-pans, . 

For shelf or wall. Lids, dishes quickly selected. 
Praised in leading magazines. Retail $1. 
Brightly plated, about 12x7x7, nest well. 


INQUIRIES INVITED. Patent pending. 
ELGIN NOVELTIES 529 Comm. St., Provincetown, Mass. 











WATER HEATER 
REPAIR COILS 


For old, new and 
obsolete heaters. 


90 DIFFERENT MAKES 
Single, Double, Triple, 
Instantaneous, Multi-Coil 
Send for Catalog 
DORMONT MFG. CO. 
1314 High Street Pittsburgh, Pa. 
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AMERICAN CANCER SOGIETY 
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Furniture in Demand 


Like the tail to a comet, pro- 
duction of wood household furni- 
ture has followed the upward 
trend of home building over the 
past four years. Employment in 
the industry, according to the 
Bureau of Labor Statistics, was 
above 116,000 and still rising as 
of March 1. This was 22,000 
more than mid-year 1949, the 
lowest of three years. In 1947, 
furniture shipments were triple 
the highest prewar rate. 

Popularity of television sets is 
centering new attention on house 
furnishings. 


Peak Power Production 
Still Not Adequate 


Electric power production has 
been hitting all-time highs this 
year and both public and pri- 
vate power construction is going 
ahead at a steady rate. Output 
in March set a new high of 27 
billion kw. Generating capacity 
stood at 77 million kw, including 
13.5 million in industrial ca- 
pacity. 

Chairman Symington of the 
National Security Resources 
Board has told Congress that the 
Nation’s power facilities are not 
adequate to support a war, even 
with blackouts for civilian use. 
The Board recommends speed- 
ups in both private and public 
construction. 


Wheat Prospects Poor 


Winter wheat prospects were 
further impaired by the con- 
tinued drought in the South- 
west last month. The U. S. De- 
partment of Agriculture pre- 
dicted this year’s crop will de- 
cline to 690 million bushels, the 
smallest since 1943. This was a 
drop of 212 million bushels be- 
low the 1949 winter wheat out- 
put. 

“With only average yields in 
the spring wheat areas, produc- 
tion of all wheat may fall below 
a billion bushels for the first 
time in seven years,” the De- 
partment said. The winter and 
spring wheat crops in 1949 
totaled 1,146 million bushels. 

Adverse weather during April 
hampered farm work and 
growth, particularly in the 
northern two thirds of the coun- 
try. Frosts which reached near- 
ly to the Gulf of Mexico caused 
additional damage to fruit 


HARDWARE AGE, JUNE 1, 1950 








This is 
what you call 


Up 
Profits 


$324.00 gross profit 
from 3 sq. ft. 





RACK-ing 








The new display racks designed for 
Worthington QD Junior V-Pulleys and 
Worthington-Goodyear FHP V-belts . . . 
are scoring high in the profit column. 

More sales from less inventory .. . 
more profit from less space . . . that’s the 
secret. The Pulley display takes up just 
14% sq. ft. of counter space—in back are 
storage shelves. And the belt display, 
occupying only 1% sq. ft., carries a suffi- 
cient assortment to handle over 70% of 
FHP requirements—no dead stock. 

From only 3 sq. ft. of counter space, 
dealers are averaging $324.00 gross profit 
based on four turnovers. 

Contact your local Worthington jobber® 
and send the coupon for more informa- 
tion on the bigger profits with Worthing- 
ton FHP Profit-Maker assortments. 

*If you are a jobber, you’re welcome, too, 
to investigate the profits in W orthington- 
Goodyear. 


A Complete V-Pulley and V-Belt Business in 
Less Space Than V- Belts Alone Usually Need! 


a ___ 
WORTHINGTON 


FRACTIONAL: # 


V-PLLLEYS 






Worthington “Profit-maker"’— compact, 


hineati Sook y and-¢t age rack 





cuts inventory cost 75% due to inter- 
changeable feature of QD Jr. hub and 


pulleys. 





New, Convenient, 
Correct Way to 
Measure V-Belts 
Beltmeter measures outside diameters 
—you can match replacement belts 


exactly. 





Worthington - Goodyear SerVomatic — “help- 
yourself” display. “Space Miser" packaging 
reduces belts as long as 100 in. to overall 
packaged length of 15 in. Sizes clearly marked. 
Clear-vision inventory strips. 





Worthington Pump and Machinery Corporation 
MVD Sales Division, Dept. N853, Buffalo, N. Y. 


Please tell me how | can make higher profits 
with Worthington V-Pulleys and Worthington- 
Goodyear V-Beits. 


ADDRESS... cccsccccccccccccvcccccccccccccccses 


= on a» on an an a ow ew ow ow oe ewan db 
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the Olympic WIRE 


and CORDAGE METER 


DOES WORK > 


OF 4 MEN’... 
Quickly and Accurately! 


Maybe you don't want to replace 
4 men! But when you have to 
measure ANY flexible materials 
up to |"’ in diameter with speed, 
efficiency, and accuracy — you 


need the NEW Olympic. 
What OLYMPIC does for you: 


@ STOPS losses due to error! 
@ SPEEDS up service! 


@ BUILDS customer confidence! 





* Case history: | man with Olympic 
Meter equalled output of 4 men in 
Aircraft Plant at a saving of $32.64 a day! 











Jobbers & Dealers — write for information 


OLYMPIC INSTRUMENT LABORATORIES 


Cove, Washington 





SIGH 


the 4 ways 
“Easier to Sell” line 


CHICAGO 


“Safety Plus” Hexagon 
Head Cap Screws 





















* Constant Demand—The constant de- 
mand for the “‘Chicago"’ line makes it 
easier to sell—it's the line for replace- 
ment used in original assembly in all 
flelds of manufacture. Why? 

© They're Stronger— More uniform—give 
a ~ see, fit for every replacement need, 
and. 

e They Cost Less—They fasten faster 
and tighter—resulting in lower ultimate 
costs to your customer, which makes 
them ‘‘easier to sell.” 

© Better Service—Increased ‘‘Chicago” 

plant facilities and production means 
“round the clock” service, higher quality, 
better packaging, and a more complete 
line. Yes, here is a greater profit line for 
you to feature—all four ways. 

Remember to ask for these *‘Chicago” 
products from you hardware distributor: 


Hexagon Head Cap Screws, Steel and Brass ® 
Square Head and Headless Cup Point Set Screws 
© Semi-Finished Hexagon Nuts, Steel and Brass © 
Hexagen Castellated Nuts ° Fillister and Flat Head 
Cap Screws © Taper Pins * Milled Studs © 
Socket Head Cap Screws * Socket Set Screws © 
Socket vs Plugs * Stripper Bolts or Shoulder 
Screws Square Head Dog Point Set Screws 
© Keys, Assortments and Kits. 


The CHICAGO SCREW COMPANY 
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crops. Sugar beets and alfalfa 
have been damaged and re- 
tarded by freezing. 


Copper Prices Boosted; 
Supply is Scarce 

The price of copper advanced 
a full cent a pound on May 18, 
which was a move that had been 
anticipated for some time be- 
cause of the shortage of supply. 
Following the copper rise, brass 
mills prices for copper products 
and copper alloy goods rose for 
the third time in a month. 

With copper in very short sup- 
ply and producers’ inventories 
sold out, further advances may 
be expected. 


Tire Prices May Rise 
About 5°/, After June | 


Prediction of another boost 
in tire price, after June 1, has 
been made by the Wall Street 
Journal, Early in,May the presi- 
dent of U. S. Rubber Co. stated 
that tire prices would likely go 
up 5 pet within a month. 


Aluminum Advances 


An increase of one-half cent 
per pound in its prices for 99 
pet aluminum pig and ingot, has 
been announced by Aluminum 
Co. of America. Adjustments on 
Alcoa’s prices for other products 
will follow shortly. 

The change will bring the 
base price for standard 99 pct 
aluminum pig to 16%¢ per Ib. 

This is the’ first change in 
price for the metal since Octo- 
ber, 1948 when it went up 1¢ per 
Ib. 


Steel Production Lags 


Behind Great Demand 


Despite the fact that steel 
mills have been working at full 
capacity for weeks there is no 
possibility for them to catch up 
with demand for weeks. 

Consumers are pressuring the 
mills for deliveries but those in 
the know expect that the mills 
will be a month behind with or- 
ders by the end of the summer. 

Warehouse prices have been 
increased by $2 to $4 a ton on 
some steel products. 
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w EASIER TO USE 
®# LASTS LONGER 
* CLEANS BETTER 


~~ 


SUNSHINE 


REG. U.S. PAT. OFF. 


FRENCH PROCESS 
CHAMOIS 


GENUINE Olt TAN 
MADE IN USA. 


¢ DOUBLE DUTY 


ASK YOUR JOBBER 
FOR OUR 
DOUBLE DUTY CHAMOIS 
DOUBLE VALUE TO THE 
CONSUMER 











HOYT & psinene TANNING CORP. HAVERHILL, MASS. 





Electrity Your Hand Elevator 
with this Power Unit 
Saves operator time 
and labor. “Lifts 
from 1,060 to 2,060 
Ibs. with ease.” 

Elevator Power 
Units. Electric Elevotors. 





Dumb Waiters. 


Write for information and prices. 


DAVIS & NEWCOMER 


Electric Elevator Co., Fostoria, O. 














THE NEW Columbiana 
C4M-LOCK HYDRANT 
*'Sold the World Over"’ 

Here’s a fast-selling new Cam-Loeck Hy- 
drant for use on pressure lines. Sturdily- 
built with few moving parts, this Colum- 
biana Hydrant has no springs to rust out. 
its many new features include: 
* ONE-PIECE BRONZE VALVE woDY 
* ee VALVE ASSEM- 
* ANTI-FREEZE ACTION 
* CAM-LOCK HANDLE PREVENTS 
DRIPPING AND WATER WASTAGE 
Thi: is the lowest priced hydrant on the 


= market. Write today for complete informa- 
ou. S-ta tion. Estabiished (888. 











Columbians PUMP £0. 1" Ohio, U. s. A 


a ad 


SPEAK NO EVIL 











The rumor- 
monger is himself an evil, 
but only a monkey seals his 
lips against reality. And can- 
cer is a grim reality. We 
must discuss the facts of can- 
cer in order to help educate 
and protect our neighbors. 
For humanity's sake—and our 
own preservation — we must 
support the crusade against 
this mortal enemy of man. 


GIVE TO 
CONQUER CANCER 


AMERICAN ; 
CANCER 
SOCIETY 
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Coleman Co. Sales 
Increased 32 Percent 


The Coleman Co., makers of 
lighting, cooking and home heat- 
ing appliances reported in- 
creased sales for the first four 
months of the year. Net sales 
were $7,812,982 as compared to 
$5,910,342 for the same period 
of last year. 


Paint Sales Slightly 
Higher in Ist Quarter 


Trade sales of paint, varnish 
and lacquer during the first 
three months of the year 
amounted to $125 million, just 
slightly above the same period 
of last year, according to the 
Bureau of the Census. 


April Sales Nearly 
Equal to Year Ago 

April sales in the nation’s 
stores totalled $11,095 million; 
about equal to last April’s total 
of $11,137 million, according to 
the Dept. of Commerce. 

April sales were just frac- 
tionally below March sales after 
adjustment for seasonal factors 
and for differences in the num- 
ber of trading days. 

Hard goods sales were $3,755. 
million, a decline of about 2.5 
pet from March after seasonal 
adjustment. 

Lower sales in appliances re- 
sulted in a 4 pct drop shown by 
the homefurnishings group. 

Retail sales of soft goods in 
April were very slightly above 
March totals, after seasonal ad- 
justment. 


Washer Sales Near 
Post-war Record 


Factory sales of standard-size 
household washers in March 
were within 2.3 pct of the rec- 
ord month of September, 1948. 
March sales totalled 423,802 
units. March ironer factory 
sales totaled 37,800 units, which 
was 14,000 more than was sold 
in March, 1949. 


The 62,000,000 kegs of nails 
produced during the war by the 
steel industry would have filled 
a freight train 1,350 miles long 
with 20 tons in each car. 


(Resume reading on page 15) 
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A complete line of all standard shapes, 
sizes and cuts of files and rasps .. . each 
one guaranteed to be of the top-notch fast- 
filing, long-wearing quality that will win 
customer satisfaction and repeat orders for 
you. Write for our AMSWISS Catalog. 
describing and listing these profit-making 
tools. 


_ AMERICAN SWISS FILE & TOOL CO. 


410 TRUMBULL STREET, ELIZABETH 1, N. J. 


Also manufacturers of Swiss-Pattern files, milled curved tooth files, 
rotary files, and mechanics’ hand tools. 














NEW PROFITS FOR YOU!!! 


The 
NEVARUST 
Drawn Aluminum 


MAILBOX 


@ The ultimate in authentic modern design 

@ Sturdy drawn-aluminum construction 

© Beautiful satin-etched, non-reflecting finish 
@ Leak-proof, pilfer-proof, fool-proof 
@ Cannot stain house walls, Made to last 
@ Adaptable to any style of home 





. Home owners go for 
this simple, practical holder. No me- 
chanical parts. Simply tuck the handle 
of the tool in the slot . . . the holder 
automatically drops into place and grips 


securely. Release of the handle is 5 
equally simple. Keeps tools off ground 
or floor . . . avoids accidents. Holder * 


can be hung high so children can’t re- 
lease it. TWO SIZES adapt themselves RETAIL 
to various size handles. Stamped from a 
single piece of sheet metal. DISTRIBUTED NATIONALLY 


THROUGH RECOGNIZED 
COLORFUL COUNTER SALES CARD ai cas 
Holds 24 envelopes of two holders each. HARDW E JOBB 


Retail at 20¢ for 2 holders "Styled te the Age of Wight” 


See your jobber or write 


DAVIS MANUFACTURING COMPANY B &M METAL PRODUCTS CORP. 


Plano, Illinois 14 FACTORY STREET, CEDAR GROVE, NEW JERSEY 
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°@) al igeliamist= 
POPULARITY of 


Outdoor Fireplaces 


FYRO-GRILL 
UNIT 


Sells for 
Only 


12195 


Slightly Higher in 
Western States 








Any Type Fireplace Can 
Be Built Around It 


- + SIMPLE, or 






Everyone with a home, summer cot- 
tage or camp is a prospect for Fyro- 
Grill, the steel form for building a 
more attractive and serviceable out- 
door fireplace. It has a removable 
steak grill, a grate that can be ad- 
justed for the type of fuel used. The 
entire unit can be removed from the 
masonry for winter storage. Easy to 
stock. Comes knocked down in flat 
corrugated containers. 


Backed by National 
Advertising that Helps 
Build Sales for You! 





CASH IN on this profit opportunity! 
Write for catalog showing 10 beau- 
tiful designs today. Ask for dealer 
price information and promotional 
aids. 


PRICE oorink ‘core 


Buffalo, N.Y 


165 W. Austin St. 
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American Hardware Manufac- 
turers Assn. meeting jointly with 
the National Wholesale Hard- 
ware Assn., Oct. 8-12 at Atlantic 
City, N. J. Convention headquar- 
ters, Marlborough-Blenheim Ho- 
tel. Arthur L. Faubel, is secre- 
tary-treasurer of the AHMA, 342 
Madison Ave., New York City 
17. Thomas A. Fernley, Jr., is 


executive secretary of the 
NWHA, 505 Arch St., Philadel- 
phia, Pa. 


California Gift Show, July 23-28, 
at the Alexandria and Biltmore 
Hotels, the Brack Shop, and the 
Merchandise Mart Bldg., Los 
Angeles. 

Carolinas Hardware Association 
of, annual convention, June 13- 
14, at the George Vanderbilt 
Hotel, Asheville, N. C. Sally 
Couch Masten, 118 E. Fourth 
St., Charlotte 2, N. C., is secre- 
tary. 

Cotter & Co. Fall Merchandise 
Show and Dealer Meeting, July 
31-Aug. 1, at company offices and 
warehouse, 365 E. Illinois St., 
Chicago 11, Il. 

Mississippi Retail Hardware Asso- 
ciation, annual convention, June 
5-6, at the Buena Vista Hotel, 
Biloxi, David O. Mansfield, 26 S. 
State St., Jackson, is secretary. 

National Ceéntract Hardware As- 
sociation and its affiliate, the 
American Society of Architec- 
tural Hardware Consultants, an- 
nual convention, Sept. 18-21, at 
the Kiel Auditorium, St. Louis, 
Mo. John R. Schoemer, manag- 
ing director, is located at 420 
Madison Ave., New York City 
17. W. E. Peterson, Shapleigh 
Hardware Co. is chairman of the 
General Convention Committee. 

National Hardware Show, Oct. 
2-6 at Grand Central Palace, 
New York City. Sponsored by 
National Hardware Show, Inc., 
331 Madison Ave., New York 
City; Frank M. Yeager, director. 

National Retail Hardware Asso- 
ciation, annual congress, July 
17-20, at Olympic Hotel, Seattle, 
Wash. Rivers Peterson, 333 No. 
Pennsylvania St., Indianapolis 4, 
Ind., managing director. 

National Housewares and Home 


COMING 
CONVENTIONS 






AND 
EVENTS 





ee 
Se 


Appliance exhibit, July 10-14, at 
Auditorium, Atlantic City, N. J. 
Sponsored by the National 
Housewares Manufacturers 
Assn., 1140 Merchandise Mart, 
Chicago, Ill. A. W. Buddenberg, 
executive secretary. 

National Wholesale Hardware 
Assn. meeting jointly with the 
American Hardware Manufac- 
turers Assn., Oct. 8-12 at Atlan- 
tic City, N. J. Convention head- 
quarters, Marlborough-Blenheim 
Hotel. Thomas A. Fernley, Jr., 
is executive secretary of the 
NWHA, 505 Arch St., Philadel- 
phia, Pa. Arthur L. Faubel is sec- 
retary-treasurer of the AHMA, 
3842 Madison Ave., New York 
City 17. 

Texas Wholesale Hardware Asso- 
ciation meeting in annual con- 
vention with the Texas Hard- 
ware Boosters, June 16-17, at 
the Plaza Hotel, San Antonio, 
Tex. 

Walter H. Allen Co., Inc., Dallas, 
Tex., and St. Louis, Mo., will 
hold its annual stockholders’ 
meeting and merchandise show, 
Aug. 28-29, at the Baker Hotel, 
Dallas, Tex. 

Western Housewares Show, Aug. 
27-30, at the Biltmore Hotel, Los 
Angeles. 





Service Shop Serves As 
Power Tool Demonstration 
Unit 
(Continued from page 114) 


and has a heavy traffic in gun- 
minded sportsmen. 

Mr. Siegert keeps his repair 
shop and bench very clean and 
orderly to facilitate more effi- 
cient operation and to encour- 
age customers to come in, browse 
about and ask questions. Many 
customers who see the tools he 
has in the shop and how they 
can be used become interested 
enough to start a home repair 
shop of their own. This makes 
some customers graduate from 
service patrons to power tool 
buyers. 
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Ae ALB AR #26 


CARTRIDGE CAULKING GUN! 


\ 2 F 






bs i: 


Here at last is a compact, lightweight Cartridge Caulking Gun 

designed and priced to appeal to thousands of home owners all 

over the country. It’s easy to load and operate —no fuss or 

cleaning — for the compound never touches the inside 

of the gun when it is used with CALBAR ‘‘Hole-in- 

Top’’ Caulking Cartridges. It’s so convenient 
that contractors are buying it, too! 


Suggested Retail Price $1.95 


CALBAR PAINT 
& VARNISH CO. 


Manufacturers of Technical Preducts 
2612-26 No. Martha St. 
Philadelphia 25, Pa. 


Your Jobber Can Supply You 








Plenty of Prospects Waiting 
for this NEW Deep Well Pump! 





MYERS NEW 
Deeplift Gz 
Water System 


Chalk up another reason 
why business will continue 
to be better for Myers 
dealers! It’s the new Myers 
Deeplift Ejecto .. . for 
operation from well depths 
to 300 feet . . . new multi- 
stage pumping efficiency 
that offers multiple sales 
possibilities. Here’s the only 
pump of its type that 
handles large quantities of 
air without losing prime. 
Many other patented fea- 
tures—PLUS Myers quality 
construction — make the 
Myers new Deeplift Ejecto 
a cinch to sell, a further 
step ahead for Myers Sales 
leadership! Write for details. 





















Myers New Deeplift Ejectos 
in sizes to meet every n 

1%, 2 and 3 H.P. All sizes use 
same parts. All can be installed 
over well or off-set — operate 
successfully in crooked wells. 


THE F. E. MYERS & BRO. CO. 
Dept. $-60, Ashland, Ohio 


VES 











HARDWARE AGE, JUNE 1, 1950 








special LP? (50 yards) 








NYLON BAIT 
e orrocks-1bbo 
c largest line © 





t 
of th 











Low-Priced | 
GLASS ROD 


was > P4eat 
Now °795 


Here’s the glass rod buy 
of the year! Practically 
indestructible, with 
lithe, live action the 
unsurpassed. Hundreds 
of thousands of tiny 
strands of glass fibre, 
bonded, molded and 
ground to H-I’s exclu- 
sive pattern. 

MOHAWK—5’ solid fibre glass 

bait casting rod. 

















VALUES 
ARE 
NEWS! 


... And Here's A Sure-Fire Way 
To Tell Your Customers 







(Dealer Imprint) 








These ad mats—and others—tell the story of H-I’s price 
reductions . . . the season’s best fishing tackle buys. 
They tie in with H-I’s outstanding national advertising 
... establish your store as the place to go for the tackle 
fishermen have been reading about. They're free for 
your use. 


WRITE for details on H-I’s especially attractive mer- 
chandising proposition. We'll include a mat sheet. 


HORROCKS - IBBOTSON CO. 


UTICA, N. Y. 


Manufacturers of the Largest Line of Fishing Tackle in the World 
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Steel clamps 
are 


STURDIER! 





SELL THEM TO ALL YOUR CUSTOMERS | 


WHOSE INTEREST 
IN HOME 
WORKSHOPS 

AND HAND-CRAFTS 
REQUIRES 
DEPENDABLE 
HIGH-QUALITY 


CLAMPS 


#157B—Speed 
clamp. Self-adjust- 
ing jaw. Maximum 
opening of jaw 6”, 
bar 1” wide. 





@ Red enamel wrought steel frame and jaws. 


@ Bars and screws polished steel. 
@ Sustain 1200 lbs. 





#156B-—3” jaw, depth 1 1/4’. 
Also #151B—1”" jaw, depth 15/16”. 
#152B—2" jaw, depth 7/8”. 


HUTT} ]COMPANY, WALLINGFORD, CONN, 


Place your order now. 











87 Chamtbervs Ht, New York 7, NY. 
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Patterns are available tor practically 
all plows, listers, middlebreakers in No. 1 soft 
center or No. 2 crucible steel of the highest 
quality obtainable. Send today for catalog and 





trade prices. 


STAR MANUFACTURING COMPANY 


CIVISION OF ILLINOIS IRON & BOLT CO. 


CARPENTEF SVILCLE, ILLINOIS, U.S.A. (EST. 1873) 








Hexagonal 
Netting... 


high standard of the in- 

dustry ... woven evenly 
. perfectly 

straight sel- 

vage ... heavy 

gleaming gal- 

vanizing. Your 

customers rec- 

Ognize it by 

the famous 

rooster trade- 

mark. 


; a in ; 
t vi 
gs Dm." ae 


CF WRIGHT ss 


WORCESTER Saaae 
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Serves 
2 Uses 


HANDY 
Shoe Last 


and 
Foot Rest 


Home users can now 
repair their shoes con- 
veniently and also 
shine them easily on a bench, chair, box or their lap when 
they use the HANDY Shoe Last and Foot Rest. It will fit all 
sizes of shoes. Takes up very little space. 

Made in one piece of malleable iron—guaranteed un- 
breakable. Finished in high black enamel. Retails profitably 
at a reasonable price. Also do not overlook 


The Popular STAR Heel Plates 


So well known and well 
liked they are always in 
demand and profitable for 
you to handle. Made in 
sizes 000 to 6. Order your 
supply today. 


STAR HEEL PLATE CO. 
te «=—s NEWARK, NN. J. 
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SPRING 
HINGES 
ARE THE 


; by 


Se PS 


BUTTON TIPS 
STANDARD 
TYPE 

NO. 29. 


ae 
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SCRUBBING & 
WASHING 











SWEEPING UP DUST 











WHEN WIL-BOND IS USED 


Sales of Wil-Bond are greater than ever! 








For painters and home owners have 
learned that this remarkable liquid is a 
great time and Jabor saver. It cleans, 
dulls and sets up a good bonding sur- 
face all at one stroke. Great to remove 
grease from kitchen walls, wax from 
floors and woodwork and to dull all 
enameled or varnished surfaces before 
refinishing. No tiresome sandpapering, 
no messy washing down with soap and 
water, no mopping up or sweeping of 
dusty floors. Recommend Wil-Bond 
every time you sell paint or enamel! 








. For clean, 
lively brushes 


Imperial Rapid Brush 
Cleaner softens up the hard- 
est-caked brush in no time 
—yet leaves bristles springy 
and lively. Just the thing 
to clean brushes rapidly 
when changing colors. 
Every buyer of paint is a 
prospect for this item, too. 





Order from your jobber 
Wilson-Imperial Company, 120 Chestnut St., Newark 5, WN. J. 
MAIL COUPON FOR INFORMATION 


' Wilson-Imperial Company, 120 Chestnut St., Newark 5, N. J. 
B Please send me information on Wil-Bond and Imperial Rapid Brush Cleaner. 


§ City ; Stote _ 


a 


Leeeeeeeeaan a! 
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PEERLESS PUMPS OFFERS THIS 
NEW MANUAL FREE, TO HELP 
YOU SELECT PROPER PRESSURE 
SYSTEM FOR YOUR CUSTOMERS 


ALL YOU NEED TO KNOW, PRESENTED 
IN EASY-TO-UNDERSTAND LANGUAGE 


Now, for the first time, you can get in one complete 
bulletin all the information required to quickly solve the 
everyday problems presented by almost every type of hydro- 
pneumatic pressure system. This new Peerless bulletin 
contains four sections’ completely describing and 
illustrating hydro-pneumatic system design and layout, 
components, determinations and auxiliary equipment. 
Profusely illustrated with charts and diagrams you'll refer 
to frequently in your work. It’s one of the most helpful 
bulletins ever published on this subject. 


WRITE TODAY—ASK FOR BULLETIN B-579 

The supply is limited, so write today to the nearest office 
listed below for your free copy of this 30-page bulletin 
of engineering and practical information. No obligation, 
of course. 


PEERLESS PUMP DIVISION 


Food Machinery and Chemical Corporation 






Factories: Los Angeles, Calif. * Indianapolis, Ind. 
Offices: New York; Atlanta; Fresno; Los Angeles; 
Chicago; St. Louis; Phoenix; Dallas, Plainview 
and Lubbock, Texas. 














ARCHITECTS ond BUILDERS 


AGREE ON ~-(CHICAGO)~" 
a SPRING HINGES 


Streamlined "TRIPLEX" 
SPRING BUTT-HINGES 


Every year more and more Archi- 
tects and Builders of Modern arch- 
itecture are specifying Chicago 
“Triplex” Spring Butt Hinges and 
here are a few of the reasons why: 


1, They are smart looking and 
streamlined to harmonize with 
the most modern architectural 
requirements. 


2. Careful and capable designing 
has created many superior fea- 
tures of time tested advantages. 


3. Here is a product that main- 
tains our tradition for quality 
. a tradition that has guided 


Type BUT2001 us through more than 60 years. 


Modern Button 


Tip Ornamentation Spring Hinges of Quality 


Chiragos Spring Hinge Co. 


CHICA U.S.A. NEW YORK 











REPRESENTATIVE 
WANTED 


by established manufacturer of finest 
quality entry and interior bore-in 
door locks in low price range. Line 
has immediate recognition and ac- 
ceptance. Want Commission Repre- 
sentative with building material or 
hardware experience. Desirable to 
have contacts with wholesale jobber 
and contract dealer trade. Several 
desirable territories available. State 
full particulars first letter. Confiden- 
tial. Write to See Page 107 


WESTWOOD Manufacturing Co. 
1420 So. Evergreen Ave., Los Angeles 23, Calif. 
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HOWARD B. RICH, Inc. 


—_ Manufacturers of Ladders 
(To “ASA” Specifications) 


CODE: 


NO-SWAY EXTENSIONS 
NO-SWAY SINGLES 


STEP LADDERS 
VICTOR 
ALL-PURPOSE 
HEAVY DUTY 


HANDEE STEP STOOL 


KENTUCKY BELL 
IRONING TABLES 


WOOD CLOTHES 
PROPS 





CARROLLTON, KENTUCKY 


PHONE 116 BOX 187 














IT'S ORDERING TIME FOR 














COAL 
STOVE 


SHOVELS 





The Fulton Line 
of shovels means 
quality to the 
trade. An exceptionally 
well constructed coal stove 
shovel—heavy steel. Made to withstand rugged use. 


Our JUMBO NO. 2 Shovel holds 5 pounds, patented 
handle will deflect strain of 30 pounds. Flat handle 
will not turn in hand. 


WRITE TODAY for literature on Complete 


Line of Fulton Fire Shovels—Place orders now 
for fall delivery. 


PATENT NOVELTY CO. 
FULTON Dept. HA ILL. 
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| GOLDBLATT MASON TOOLS 


QUICKER TURNOVER 
MORE PROFITS 
REPEAT CUSTOMERS 





Give YOU 


FINEST QUALITY 
GREATER VALUE 
LONGER WEAR 


Give Your Customers 


> a 
—_ 








Pe w&y, se 


BRICKLAYERS’ AND 
STONE MASONS’ JOINTERS 


L- 
ran 


BRICK 
TROWEL 


me meee a ee ee ee ee a a ee ee = KS ee 


PLASTERING 
TROWEL 
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Send TODAY for 


ATTRACTIVE 
DEALER DISCOUNTS FREE 
ILLUSTRATED 
Goldblatt sells direct 


to dealers, is there- 
Write for your 1950 copy of 
Goldblatt’s illustrated cota- 
log describing the largest 
and most complete line of 
masonry tools and supplies. 


fore able to offer 
especially attractive 


dealer discounts. 


i 
i 
\ 
1 
i 
1 
! 
CATALOG 
1 
1 
1 
1 
1 
i 
1 
i 






Goldblatt Tool Company 


1920 Walnut Street 
KANSAS CITY 8, MISSOURI 






FIRST CHOICE OF THE TRADE FOR 65 YEARS 
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FOR METAL, WOOD, PLASTICS 
One Bruno Adjustable Hole Cutter replaces several fixed 
diameter cutters. High speed steel blade cuts clean, fast 
- »les. Fits drill press, portable drill or hand brace. Easily 
et for any diameter. No. 100: %"-11'", retails $2.50; No. 


FOR HARD OR SOFT WOOD 
Cuts easier—simplified design, no blade-slippage. Chrome 
vanadium steel blades, all chromed body Quick, accurate 
1 -1! oh 


Guaranteed. 


adjustment; self-clearing lead screw. No. 250: 
* retails $1.69, No. 251 3”, retails $1.89 101: 1”-2'2", retails $3.50. Guaranteed. 
NATIONALLY ADVERTISED + SEE YOUR JOBBER OR WRITE 
CLARK COMPANY, Beverly Hills, Californie * Manufacturers of Fine Precision Cutting Tools 


BRUSHES 


Touch-Up Bronzing 
Marking Varnishing 
Enameling Lacquering 


ROBERT H. 














on cards 
Every dealer who features ‘ 


DURO 


POWER TOOLS 


can promote a complete line for 


FARM e HOME e INDUSTRY 


- - » backed by hard-selling, year ‘round 
National Advertising 
Write for 1950 Duro Catalog 
and details on a profitable 
Power Tool Business 
DURO METAL PRODUCTS CO. 
2685 N. Kildare Ave., Chicago 39, III. 








AM. GRUMBACHER 


464 WEST Sth STREET WEW YORE | 


Send for Descriptive Folder. 





Order from your Jobber 





NEW YORE 














THE LEADER SINCE 1872 soute 
Red Devil Glass Cutters and other glaziers’, este 
painters’ tools and machines are designed to the Ss 


times—there’s no substitute for quality 
Send for Catalog 19 


RED DEVIL TOOLS. Irvington 11, N.J.,U.5.A. 


— MMAVESLEVELS 
=—AND aLUmieLal ORIGINATED Rsicle oeatOSB =. 
MAYES GUARANTEES ACCURACY. SERVICE 


*AND DURABILITY :- 


MAYES BROS.TOOL MANUFACTURING CO. Inc. Port Austin, Micu. 


“Want Ad" ADVERTISING— 








\ 


ASK YOUR DEALER 
FOR 
MAYES TOOLS 


CATALOG FOR 
ASKING 








FOLLOW THE “LEADER IN, 





Year after year HARDWARE AGE has led its field in 
the volume of CLASSIFIED as well as DISPLAY adver- 
tising. Its classified columns bring together buyer and 


Those who contact the hardware trade know from ex- 
perience that HARDWARE AGE is the logical medium 
to use to secure RESULTS from their classified adver- 


seller, employer and employee. tising. Follow the leader. 


H AR DWA| R E A GE Classified Opportunities Dept. 100 East 42nd Street, New York 17, N. Y- 





























sca. DOMES OF SILENCE 3" on 
ORIGINAL sizes a 
SELL ON SIGHT when these attention-compelling con- ies Pea BUY FI 
tainers, box or card are displayed on counters. Genuine DOMES ASK Ft 
OF SILENCE glide softly, silently, smoothly over all flooring; 
One set on a Card i * Catalog an 
12 Cards in a box. save floors and furniture. For years the favorite with house- 
fae aye 1a” 1" %* %" Owners and furniture manufacturers. is 
to th 
Ask your jobber or write eas 
DOMES OF SILENCE, Division of LEO Pt 
ROBERT E. MILLER & Co. INC. 
35 PEARL STREET NEW YORK CITY NEW 
170 HARDWARE AGE, JUNE 1, 1950 § HARDWAR 








wie « GREAT NECK SAW MERS., iwc. - Mineola, N.Y. « 


ENGINEERED QUALITY TOOLS SINCE .1919—at popular prices Nationally Advertised Products 





© hack saws © hand saws © keybole saws © back saw frames 
© panel saws © mitre saws © coping saw frames © coping saws 
© pruning saws © wood chisels © screw drivers © compass saws & nests 
e block planes © fore planes © jack planes © smooth planes 
FOR ACTION SALES... 





WAy SEE YOUR JOBBER IMMEDIATELY! 


* MARSHALLTOWN TROWELS * 


MARSHALLTOWN TROWEL COMPANY * MARSHALLTOWN, IOWA 






































ne 


I\ DISTINCTIVE HARDWARE (eeepelbieseaeusiebianrami. 


BUILDERS HARDWARE « CABINET LOCKS 
ALL FROM J] SOURCE SCREWS AND BOLTS « SASH HARDWARE 





— —_ - ~ dl 












RE-PLACE FAUCET STEMS EASILY 
WITH ONE STEM FOR 90% OF FAUCETS 


Just install LLEVALVE in place of old 


get new stem, also new seat and body threads ce m- 
plete in one unit Easily installed by any = 
tapping, threading, reaming or para’ tool aoulbed. 
Completely rebuilds faucets 
2 models: B—Metal to metal seat 
R—rubber seat 

Left or right hand. 
The original faucet insert. Our 13th year 
If your jobber cannot supply you write direct 


SAWHORSE BRACKETS 


SET UP OR TAKE DOWN 
WITHOUT NAILS OR BOLTS 


2” x 4” FOR LEGS 





, and 12° FOR CROSS BAR 


Timesaver for contractors, builders, painters, 
paper hangers. 


COLORFUL COUNTER DISPLAY PACKAGE SELLS 
Display it on your counter. $ 50 
Retail $1.50. Slightly higher 
in West. Order from your _— 
jobber or direct from us. 


GRAND HAVEN STAMPED PRODUCTS CO. THE CLEVELAND VALVE CO., CLEVELAND 11, OHIO 
GRAND HAVEN, MICHIGAN Copyrighted 1950, Cleveland Valve Co 














——__} 








© next order 





Before you place 
tor PAINT BRUSHES write tor oer “BRUSHWISE 


paA Salesmea! Territories Opes CORPORATION 





N. Y- ae. ra _ ADDRESS ALL INQUIRIES TO BRUSHWISE CORPORATION, WEST FOURTH AT MERCER ST.. NEW YORK 12, N. Y 




















Extra Income... Extra Profits! 


Make keys with this famous profit making key cutting 
machine. Cut keys with precision speed... accuracy 
. economy. Why let this extra income pass you by.. 
Why close the door to those extra profits? Let us show 
you how the HOUK Machine can and will pay for itself 
HOUK cuts keys with precision . no wasted blanks 


Write today for FREE illustrated 
brochure and special deal. 


THE COMPLETE LINE for the TRADE 


100% AMERICAN UNDERWRITERS 
MADE APPROVED 


BUY FROM YOUR JOBBER AND 
ASK FOR "POLLY" 


Catalog and Prices on Request 





WHITLOCK CORP. Dept. HAS 
17 Warren Street 

New York 7, N. Y. 

Gentiemen: Please send HOUK bro- 
ehure without any obligation on my part. 


We Cater 
to the Wholesaler 


LEO POLLOCK CO. 


Mfrs. 


NEW YORK 13 hey Best! 


NAME — 
ADDRESS — 
| —_ —_ - 
STATE___ —— — 
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Lassified Advertising Rates 














Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Each additional word.......-- 








Set solid, maximum, 50 words...... - $5.00 





*BOXED DISPLAY RATES 
$8.00 Per Column Inch 











Cuts or special borders not allowed. 
*DISCOUNTS FOR BOXED DISPLAY ADS 


Samples of Merchandise, Literature, Catalogs, 
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Thursday. Classified forms close 15 days 
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Positions Wanted 5% discount for 4 or more insertions Address your correspondence and replies to To sell 9 
(Special Baa set solid, maximum, No Agency Commission allowed on Classified D ARE AGE ee ae 
duncan tinnh as es tows $2.00 Advertising. HAR Vv , missions, 
‘Each additional word......... .05 REMITTANCE MUST ACCOMPANY ORDER Classified Opportunities Dept. ont 
Send check der, 
aa ns aoe ee 100 East 42nd St., New York 17, N. Y. oes @ 
: \|{s iwes Wanted] J sanure 
(Sales Repnesentokives Wanted || Sales Representatives Wanted || |Sales Representatives MANUF. 
notion and 
Jersey, Dela 
desire Addit 
OLD ESTABLISHED MANUFACTURER TOOL MANUFACTURER HAS STATE OF SALES REPRESENTATIVES | AND/OR cits, Ad 
REQUIRES COMMISSION SALESMAN hav-| LOUISIANA and LOWER MISSISSIPPI | SALESMEN WANTED for Hansen’s Handy AcE, 100 Ea 
ing established clientele among retail hardware | OPEN. Will consider commission sales repre- | Paint and Wood Scrapers (handscrapers). Please 
stores and jobbers selling tools in States of | sentative having established clientele among the | write for literature and particulars to Hansen 


Correspondence invited. 
100 


Delaware and Maryland. 
Address Box N-853, care of HARDWARE AGE 
East 42nd St., New York i, me Bs 


WANTED SALESMEN. Calling on Hardware 
Retailers and Jobbers, Department Stores and 
Building Supplies. To sell One of America’s 
Finest Lines of Toilet Seats, Laminated Enameled 
and Mother-Of-Pearl. Exclusive territories. 
commissions. Send full details to Enduro Prod 
ucts Company, 340 East Market St., Indianapolis 
4, Indiana 


SALESMEN TO CALL ON Building Ma- 
terial Supply, Building Hardware, Mill and Lum- 
ber Accounts, also Tile and Plumbing Supply 
Contractors, to sell a full iine of Modern, Com- 
petitively Priced, } Piece Steel Bathroom 

binets. Ten per cent commission basis and 
exclusive territory. Address Fries & Son Co., 
Second and Madison, Covington, Ky. 


SALESMEN WANTED TO SELL MANU- 
FACTURER’S POPULAR PRICED LINE OF 
PAINT BRUSHES. Side-line men considered. 


All territory open. Commission basis. Address 
Box N-857, care of Harpware AGE, 100 East 
42nd St., New York 17, N. Y 





BOLT AND NUT 
SALESMAN 


Heavy Hardware Manufacturing Company 
offers Position to Salesman experienced 
in contacting general contractors. 


Address Box N-851, care of HAROWARE AGE 
100 East 42nd St., New York 17, N. Y. 











Good | 





| sight. 


better grade retail hardware stores and jobber 
outlets. Address Box N-852, care of HARDWARE 
Acr, 100 East 42nd St., New York 17, N. Y. 


SALESMEN AND AGENTS—TERRITOR 
IES OPEN—calling on hardware, paint, plumb 
ing, supply, or industrial plants. The Only Water- 
less Hand Cleaner that can be wiped dry or rinsed 
off with water. Instantly removes paint, grease, 
dirt, printer’s ink, etc. Liberal commissions. 
Repe: at item. Write Box N-839, care of HARDWARE 
Ace, 100 East 42nd St., New York 17, N. Y. 





FAST SELLING, 
CHEN ITEM, all year 


REPEAT KIT- 
Handled 


GOOD 
‘round seller. 


through jobbers only. Need _ representation in 
South and South West. Competent man residing 
in territory, with good jobber following, will 


find this a very profitable side line. Item prac- 
tically alone in its field. State full particulars 
first letter. Address Box N-854, care of HARDWARE 
Ace, 100 East 42nd St., New York 17, N. Y. 





SALESMEN TO HARDWARE AND 
FURNITURE’ STORES. 15% Commission. 
Side line of stove repair parts. Various terri- 
tories. Non-competitive, exclusive and protected. 
Can be sold also to stove dealers and appliance 
stores. Lucrative. Write Box N-858, care of 
Harpware Ace, 100 East 42nd St., New York 
i, mw © 





SELL $1.00 ITEM THAT MAKES THIN 
POTS AND PANS COOK LIKE $75 SET OF 
HEAVY CAST ALUMINUM! Amazing new “No 
Scorch” hits women on sight! Fast turnover and 
40% means “No Scorch” sells easily to Depart- 
ment, Hardware, Grocery, Drug, Novelty, Appli- 
ance, General, Variety Stores. 150% profit on 
door-to-door sales. Beautiful box makes sales on 
Display material. Full details on how you 
can easily make up to $175 a week. Write Gasco 


| Co., 235-C Rialto Bldg., Kansas City 6, Mo. 





| Products, P. O. Box 365, Rockville Center, N. Y. 


| _ 





| 


| TOP METAL HARDWARE _ SPECIALTY 
| SIDELINE good for $50.00 weekly to men call- 
ing on retail hardware and lumber dealers. An 
nual repeat volume now tripling initial purchase. 
Several choice protected territories available 
Specify territory covered and other lines handled 





JOBBERS WANTED to sell inexpensive masons, 
painters, and wallpaperers tools for laymen (non- 
Following States Open: Ohio, Ind., 
Mich., Iowa, Missouri, North & South Dakota, 
Nebraska, Kansas, New Mex., Col., Wyoming, 
Montana Idaho, Nevada, and Arizona. Advise 
lines carried, territory covered, and other pertinent 
data in first letter to Sales Manager, Box 842, 
New Haven, Conn. 


Address Duncan-Morris Co., 308 N. Howard, 
Akron 4, Ohio. 

} 

| 

| 

| AGENTS NOW SELLING HARDWARE 
| 

| 

| 


professional). 





BUILDER’S HARDWARE SALESMEN — 
Well Established, Recognized Manufacturer of a 
Complete Line of Locksets is expanding sales or 
ganization having several good territories avail- 
able for capable men calling on lumber and hard- 
ware dealers. Experience preferable but not es- 
sential. State full particulars, including territory, 
lines carried, references. All replies confidential. 
Address Box N-841, care of Harpware Ace, 100 
East 42nd St., New York 17, N. Y 








THIS LONG ESTABLISHED HIGHLY RATED 
COMPANY offers 25 factory lines to salesmen 
covering retail stores outside of the larger 
cities. Here are complete factory lines, and 
salesmen earn a good living handling them. It 
would take you years to assemble so varied an 
assortment of lines. Write Sales Manager, Box 
N-696, care of Hardware Age, 100 East 42nd 
| | St., New York 17, N. Y. 

















SALESMEN WANTED 


IN EVERY STATE, TO SELL MARTINS WIN- 
DOW CONTROL SPRINGS TO HARDWARE 
AND LUMBER DEALERS. EXCELLENT COM- 
MISSIONS. WRITE 


M. H. AVE-LALLEMANT 
3829 N. 19th Street, MILWAUKEE 6, WIS. 








UNUSUAL OPPORTUNITY 


Salesmen now calling on Hardware, Plumbing, Con- 
tractors, Building Supply Firms. Wanted by well 
established wholesaler of Plumbing and Heating 
Supplies. Protected territory. Give age, territory 
covered and past experience. Replies confidential. 


J. A. MURPHY COMPANY 
550 W. Roosevelt Rd. Chicago, Illinols 








SALESMEN WANTED 


FULL TIME OR SIDE LINE, TO SELL LEAD- 
ING LINES OF HARDWARE AND HAND 
TOOLS. MUST HAVE EXPERIENCE AND 
FOLLOWING. LIBERAL COMMISSIONS. PRO- 
TECTED TERRITORIES. WRITE TODAY! 


ATLAS WEST CORP. 
62 WARREN STREET NEW YORK 7, N. Y. 
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(Sales Representatives Wanted ||/Sales Representatives Wanted| [ —sAccountsa Wanted _—it 








SALES REPRESENTATIVES 


To sell Sterling Sliding Door Hardware and 
Casement Hardware to Builders’ Hardware 
Dealers and Lumber Yards. Liberal Com- 
missions. Exclusive Territory. 


STERLING HARDWARE MFG. CO. 
2345 W. Nelson St., Chicago 18, Illinois 














MANUFACTURERS’ REPRESENTATIVES | 


well known to wholesale hardware, paper, drug, 
notion and novelty trade in Pennsylvania, New 
Jersey, Delaware, Maryland, Washington, D. C. 
desire Additional Resale Items applicable to these 
Address Box N-850, care of HARDWARE 


outlets. 
100 East 42nd St., New York 17, N. Y. 


AcE, 


MANUFACTURERS REPRESENTATIVE 
calling on wholesale hardware trade wanted by 
nationally known manufacturer of Builders Hard- 
ware Items. Exclusive territories now open in 
some Southern and Middle-Western States. Ad- 
vise lines now handled, territory covered, expe- 
rience and references. Write: Parlyn, Ltd., 5396 
Alhambra Ave., Los Angeles 32, Calif. 


MANUFACTURER'S REPRESENTATIVE 
WANTED. Now calling on houseware buyers 
and jobbers. Able to place demonstrations on 
JLCO All-Purpose Polish. All territories open. 
Thirty years on the market. Well known with the 
buyers. Good commissions. Steady repeat item. 
If interested write JLCO Laboratories, 1228 North 
Wood St., Chicago, Illinois. 





MANUFACTURERS REPRESENTATIVE 
WANTED FOR STEADY SELLING ITEM 
with established customers national. Calling on 
Hardware, Farm Supply, Automotive Jobbers. 
Must have good following, close coverage, Mid- 
west or West; Pa., East Coast, New York, New 
England open. Change in sales technique makes 
these areas available. State area covered and lines. 
Address Box N-810, care of Harpware Ace, 100 
East 42nd St., New York 17, N. Y. 





MANUFACTURERS AGENT WANTED for 
High Quality, Low Priced Cabinet 
Line. Must have following among bonified hard- 
ware and variety merchandise wholesalers. Pro- 
tected territory. Immediate delivery. Give full 
details—present lines, territory, etc., first letter. 
A real opportunity for the right man. Write Box 
N-848, care of Harpware AGe, 100 East 42nd St., 
New York Ww, Bw. F 


SALES REPRESENTATIVES WANTED. 
Nationally known manufacturer of Fireplace 
Fixtures have several Southern and Western 
Territories Open, Commission. State age, ex- 
perience, lines handled, territory covered. Ad- 
dress Box N-856, care of HARDWARE AGE, 100 East 
42nd St., New York 17, N. Y. 

SALES REPRESENTATIVE WANTED 


Salesman to sell the Universal Flash Light Line 
of Standard Flashlights and the patented Dual 
and Chestlite Lantern, in most any section of 

U. S. to Hardware, Drug Stores, Filling 
Stations, Sporting Goods direct, offering the 
dealer 40% off and the salesman to have 15% 
commission. Write Universal Flashlight Co., Inc., 
3742 10th St., N.E., Washington 17, D. C. 


Hardware | 


| Associates, 





SALES REPRESENTATIVES WANTED 


eee ON RETAIL HARDWARE TRADE AND 
UILDING SUPPLY HOUSES TO SELL OUR TOP 
QUALITY LINE OF ORNAMENTAL IRON SCREEN 
DOOR GRILLES. Meaty OF SCROLL = on 
WITH SILHOUETTES ATTACHED. SUCH 
bh aay mm DUCKS. BOATS, PALM TREES. 
ETC. CONTACT IMMEDIATELY. 


SABEL IRON WORKS 








358 Spring Street, Charleston, S. C. 








WANTED BY AN OLD ESTABLISHED HIGH RATED 
MANUFACTURER OF TAPER PINS, STRAIGHT PINS, 
COTTER PINS, WOODRUFF KEYS, MACHINE KEYS 
AND OTHER STEEL PARTS 


Manufacturers representatives now calling on hardware 
and mill supply jobbers. Wide range of territories 
open including Chicago, Detroit, Cleveland, New York 
ete. Reply giving references 

Box N-855, care of HARDWARE AGE, 








Ls 100 East 42nd St.. New York 17, N. VY. oud 





— WANTED —_ 
NATIONAL DISTRIBUTOR 


Unusual Opportunity for Large 
Reputable Marketing Organization 


One of the Nation’s leading service organizations, 
dealing with wood-boring insect control and wood 
preservation, nat in position to adequately promote 
and market its two job-tested chemical compounds, 
seeks aggressive sales organization for domestic and 
foreign distribution. No job-tested products com- 
parable on the market today. Products registered 
and approved by the U. S. Department of Agricul- 


ture, Protection and arketing Administration, 
and with the U. S. Patent Office All preliminary 
work including unusually attractive, lithographed 


containers, scientific research and comprehensive an- 
nouncements to hardware, lumber and building 
supply dealers has been completed. Products offer 
unlimited possibilities for aggressive organization to 
sell millions of gallons annually. To receive con- 
sideration, please set forth in detail size of organi- 
zation, territories covered, products handled and 
such ‘other pertinent information as will enable 
us to give you further facts. All replies strictly 
confidential. 


Address Box N-815, care of HARDWARE AGz 
100 East 42nd St., New York 17, N. Y. 














|= Accounts Wanted 





ESTABLISHED MANUFACTURERS REP 
RESENTATIVES calling on jobbers, chains 
and industrial accounts desire Additional Major 
Lines. Have warehousing facilities or carload 
shipments, well manned office and a corp of 
experienced salesmen. Address M. K. Crews & 
2406 So. 7th Blvd., St. Louis 4, 
Missouri. 





MANUFACTURERS’ AGENT CALLING 
ON Hardware Jobbers, Large Hardware Dealers, 


Hardware Dealer Groups, Mill Supplies and 
Electronic Parts Jobbers in Kentucky, W. Va., 
part of Indiana and Southern Half of Ohio, 
well known to this trade for ten years, desires 
Additional Line on commission basis. Address 
| Box N-830, care of Harpware AcE, 100 East 


42nd St., New York 17, N. Y. 





NATIONAL DISTRIBUTORS 
Established—Reliable Aggressive 
ANCO CORPORATION Pittsburgh 22, Pa. 
Branca Offices 
New York @ Philadelphia @ Detrott 
Cleveiand @ Louisville 
Covering all classes of jobbers. We will carry 

the accounts or you can bill direct. 
Write for further information and references. 














ATTENTION MANUFACTURERS!!! 


YEARS OF EXPERIENCE SELLING 
CHAINS AND WHOLESALERS. IF IT’S 
BUSINESS YOU WANT, CONTACT 


ALLEN SALES COMPANY 


366 BROADWAY NEW YORK 13, N. Y. 











RELIABLE SALES REPRESENTATIVE— 
Covering the Rocky Mountain States, available to 
| manufacturers of hardware, and houseware items. 
Selling to jobbers, department stores and retailers 
Address Box N-846, care of Harpware Ace, 100 


East 42nd St., New York 17, N 


LINES WANTED. MAJOR OR SIDE LINES 
DIRECT FROM MANUFACTURERS for Bal 


timore, Washington and Vicinity. Have good fol- 
lowing among hardware stores, builder’s supply 
houses and machine shops. Address Box N-840, 
care of Harpw aRE Ace, 100 East 42nd St., New 
York 17, } 





ARIZONA CONSTRUCTION EXPERT DE- 
SIRES CONTACT NATIONAL MANUFAC- 
TURER for Franchised Distributorship, Mfg. 
agent, for building and related items, for Arizona, 
and New Mexico. Capital and personnel available 





for good proposition. Write Bursons, 1522 W. 
Jackson St., Phoenix, Arizona. 
MANUFACTURER'S ATTENTION. BUILD- 
ERS HARDWARE REPRESENTATIVE will 
consider new Item of Merit, For Mill Supply and 
Hardware Trade. Jobbers and larger outlets. New 
| York Area a Address Box N-844, 
care of HARDWARE Ace, 100 East 42nd St., New 
York 17, 
SALESMAN: FORMERLY PART OWNER 
AND SALES MANAGER of large manutactur 
ing concern. Accustomed to dealing with top in 


dustrial and commercial buying personnel. Desires 
yutable 
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to represent a single large an manu 
facturer with complete line aoe: ear and will 
travel. Territory open. Address Box N-845, care 
of Harpware Acer, 100 East 42nd St., New York 
7, me 

RELIABLE CANADIAN MANUF A‘ 
TURER’S REPRESENTATIVE calling on Job 
bers, Chain and Retail Hardware Tr lesires 

clu Distribution of Builders Hardware 

) Li cks ave ware sing ft ties 
( good staff of salesmen. Firmly estab 
shed with top lines. Well known the trade 
for twenty vears Best reterences \ddress 
H Roussin, 4305 Rosemont Blvd Montrea 
Canada 
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[__ Positions Wanted _]|{ Business Oppottunities ]|[ Business Oppovtuniticn | 
FOR SALE —— 


SEVEN YEARS RURAL RETAIL HARD.- 
WARE MANAGEMENT. Age 47. College 
graduate. Varied business and teaching back- 
ground Home owner. Seek connection retail, 
wholesale or manufacturer, preferably on the 
road in Northern New York. Address Box 
N-849, care of Harpware Ace, 100 East 42nd 
St., New York 17, N. Y. 


AVAILABLE—HARDWARE EXECUTIVE. 
20 years successful experience in all phases of 
management and operation. Qualified in Retail 
Management or Wholesale Merchandise Manage- 
ment. University graduate. Excellent trade, per- 
sonal and financial references. Complete resume 





on request. Address Box N-826, care of Harp- 
ware Acre, 100 East 42nd St., New York 17, 
N. Y 

GENERAL MANAGER RETAIL-WHOLE- 


SALE HARDWARE. Available July Ist, age 41, 
20 years experience merchandising, Operations, 
Personnel. Will consider offers from firms in 
need of new life, ideas, and production. Capable 
managing one to three million dollars volume 
organizations. Presently employed. Write Box 
N-820, care of Harpware AGez,, 100 East 42nd 
St., New York 17, N. Y 





AGGRESSIVE WHOLESALE 
SALESMAN DESIRES POSI- 
Representative with an 

Prefer Oklahoma or 


YOUNG, 
HARDWARE 
TION as Manufacturer's 
established manufacturer 
Texas. Have good personality and can give the 
best of references as to character and ability. 
Am not interested in selling gadgets. Address Box 
N-847, cure of Harpware AGr, 100 East 42nd 
a: New York 17, a 


ACCOUNTANT, AUDITOR, OFFICE MAN 
AGER OR ALLIED POSITION, Presently em 
ployed by CPA firm. Desire connection with op- 
portunity to show ability. Effici.nt and conscien- 
tious worker. RBA degree. Eighteen months 
CPA experience Eight years other varied and 
versatile commercial experience. Excellent refer 


NYC Address Box 


ences. Married veteran. area 
N-843, care of Harpware Ace, 100 East 42nd St., 
New York 7, we. ¥. 








L Business Opportunitien | 


AVAILABLE FOR OFFICE SPACE 1600 


Sq. Ft.—Light, cross ventilation; one block from 
East side and B.M.T. subways. For information 
write to: The Stanley Works, 100 Lafayette 
Street, New York 13, N. Y. 





FOR SALE, 500 NUMBER 9, 5% FT. SIL 
L 





VER ST . LANCE PERFORATED CROSS 
CUT SAWS @. $5.95 each. Price FOB Eufaula, 
Alabama. Address Modern Hardware Company, 


Inc., Eufaula, Alabama, Phone 79. 


FOR SALE HARDWARE—Sales $110,000 
year; Western New York; attractive store 37x100; 
full basement, warehouse; $32,000 stock; complete 
line; modern equipped; business center; rent $100; 
long lease; large clientele; well known; franchise 
major products; priced for quick sale; opportunity 
for partners; very profitable. Address Apple Com- 
pany, 1836 Euclid Ave., Cleveland 15, Ohio 


FOR SALE—GENERAL HARDWARE AND 
APPLIANCE STORE established 50 years, to 
settle estate. New Jersey thrifty farm trading 
area connecting Pennsylvania farm area by a free 
bridge. Large store, warehouses, garages and 
paved parking area. Land for expansion, large 
stock, desirable franchises. Property clear. Un- 
usual opportunity for development. Three rent 
tenants also Inspection invited. Address Box 
N-842, 100 East 42nd St., 


care of HArpware AGE, 
New York 17, N 3 


174 








MANUFACTURER WANTED 


For Self-adjusting Wrench. New, fast-selling, already 
proved by 10 European production centers. Exclusive 
license offered for manufacture and sale in U.S.A. 
Patented Position Secure. Royalty basis. Licensee's 
regular line must not compete. Usual drop forge and 
machine shop equipment sufficient. Rare opportunity. 


ROY W. BLOMQUIST CO. INC. 








DUE TO ILL HEALTH, | AM OFFERING A eqene 
HARDWARE AND APPLIANCE BUSINESS IN A 
GOOD CENTRAL MISSISSIPP! TOWN OF AP- 
gta yg 15,000 (fifteen thousand) POPULA- 
TION. WILL INVENTORY ABOUT $35,000 BUT 
WILL REDUCE SAME IF INTERESTED. INQUIR- 
1ES SOLICITED. 


PLANTERS HARDWARE COMPANY 























166 Linden Ave. Englewood, N. J. YAZOO CITY, MISSISSIPPI 

Wholesale only FOR SALE—LOS ANGELES HOLLYWOOD 
Hardware & Tools DISTRICT. Established Hardware and Paint 
wrenche vises. drills Store. Sales around $40,000 yearly. Two men can 
pliers aws—name brands handle. Opportunity for expansion by addition of 

: appliances . ric Inven y Fixtures ar 
illustrated catalog with special prices. 2 pliances. Full tee : ss .. mn . 
Equipment $15,000 cash Favorable lease Il 


FREE Limited Supply! Write today! 
ATLAS-WEST CORP. 
60 Warren Street. New York 7. N. Y. 








health reason for selling. 
2431 Redondo Blvd., Los 


Angeles 16, Calif 


Address H. B. Dorland, 

















WROUGHT STEEL BASE. 
CHROME FINISH. 
WRITE FOR PRICE 


BRASS TOP, 
24,” DIAMETER, 
LIMITED SUPPLY. 
TO 
DEFIANCE PRODUCTS CO. 
1152 ST. JOHNS PLACE 
BROOKLYN 13, N. Y. 





PLASTIC WIRE SCREENING 


ONLY 2c PER SQ. FOOT 
F.O.B. YOUR PLANT 
Available in 29°' wide, 60 foot rolls. 
Limited supply. 


SCANDO TRADING CO. 
154 Nassau Street, New York 7, N.Y. 

















Your employees want 
to help you build security 


HERE’S HOW 7,500,000 WORKERS ARE DOING IT 


More than 20,000 companies now maintain 
the Payroll Savings Plan, by which their 
employees invest in U. S. Savings Bonds 
automatically every pay day. This Plan 
builds security not only for the individual 
employees, but for their companies and for 
the nation! 

As you know, Savings Bonds pay $4 at 
maturity for every $3 invested. Thus they 
help create a “rainy-day” fund for each 
Payroll Saver, increasing his security. 


How P.S.P. helps employers 


America's leading corporations report these 
company benefits from the Payroll Savings 
Plan: As Bonds increase the worker's eco- 
nomic peace of mind, plant morale im- 
proves. Production increases—because 
absenteeism, labor turnover, and the acci- 
dent rate all decline. Relations improve 
between employer and employee. 


Savings Bond dollars are dollars re- 
moved from the spending stream. They are 
deferred purchasing power—an assurance 
of good business during the years to come. 
The Treasury uses net Savings Bond dollars 
to help reduce inflationary credit potential 
in the banking system by retiring short-term 
bank-held Federal securities. So Bonds in- 
crease the nation's economic security, too! 


Proof that employees want P.S.P. 


Even with today’s high prices, it has been 
proved that between 40% and 60% of 
America’s working millions—at any wage 
level—can and will buy Bonds through 
Payroll Savings if management sponsors the 
Plan and a fellow worker asks them to sign up. 

It's up to you whether they get the chance. 
All the help you need is available from your 
State Director, U. S. Treasury Department, 
Savings Bonds Division. 


The Treasury Department acknowledges with appreciation 
the publication of this message 


This is an official U. S. Treasury advertisement prepared under the auspices 
the Treasury Department and the Advertising Council. 
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“A SURE CATCH!” 


and 





VARMAC 
Tops and Guides 


Full radius ring 
protects lines, gives longer casts. 


VARMAC Matched Sets and loose stock to 
hold customers, and profits! 








Silver soldered joints 
heavy, hard chrome plate gives longer life. Sell 
“catch” and 
Write for 1950 Catalog. 














VARMAC MANUFACTURING COMPANY 


1833 STANFORD STREET ° 


SEE YOUR JOBBER 


SANTA MONICA, CALIFORNIA 











ror STEADY VOLUME + SURE PROFITS 


AND NO DISTRESS MERCHANDISE 





Picture Hangers, Cup Hooks, Push Pins, Drapery 
Hooks, Kitchen Hooks, Closet Rod Brackets, 
Wardrobe Loops, Sash and Friction Locks, Coil 
Wire, Picture Wire. 


Priced to satisfy you - and your customers 


STRECT 
O..3..8;. 


TATE 251 CAUSEWAY 
E. H. CO. BOSTON, MASS., 











When You Know 
The Trade-Name— 


of a certain product and want to know “Who Makes 1?” 
look in the General Directory Section of the "Who Makes It?” 
Number of HARDWARE AGE for the trade-name. You'll find 
it listed alphabetically under the product heading of the item 
in question. Alongside the trade-name you will find the name 
of the manufacturer, also the address of the maker arranged 
alphabetically in the same list. Keep your “Who Makes It?" 
Number close at hand where it will serve your wants quickly. 


HARDWARE AGE 


100 East 42nd St. New York 17, N. Y. 























LAWN SUPPLY ITEM FOR 1950! 








@ Controls crabgrass positively—will not harm de- 
sirable turf grasses! Mix and use as directed. 

@ Just what your lawn-growing customers have 
been waiting for! 

| @ The cheapest, easiest way of eradicating this 
worst of lawn pests! 

@ Your customers have read about it in national 
publications — WEEDANOL advertising will tell 
them more! 

@ Really interesting profit margins! WRITE FOR 
PRICES! 











ASSOCIATED CHEMISTS, INC. 


NORTH COLLINS, N. Y. 

















THISIS m : yu FRTURES ding 


BUSINESS 
towe 


HELLER 
STORE 
FIXTURES! 





DRAWING POWER 
The beauty of Heller Fixtures, the attractiveness 
they impart to your merchandise, draws trade to 
your store—Extra profits ere yours. 


QUALITY 


Years and years of satisfactory service are built 
Into Heller Fixtures. New, modern, MULTI-LEVEL 
and conventional styles—Come to our factory and 
see two model stores completely merchandised. 


VALUE 
NEW LOWER PRICES, makes It easy for you to 
buy. Send sketch * hy 4 store for free store 
plan and estimate. for large catalog 750. 


W. C. HELLER & CO. 
50 Platt St. Montpelier, Ohio 


Designers and manufacturers of Hard- 
ware Store fixtures exclusively since 1891 
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New! ZIMBALIST CL187 
“KLEENLINE GIANT SUPER” 
Ball-Bearing Washline Pulley 


The only fully-enclosed pulley with 
these quick-profit features: 


©@ Bristie brush cleans line auto- 
matically. 


© Controls line, works effortlessly. 


© Rust - resistant, made of cold 


drawn steel. 
Size: 6"' x 41/2"' 


Also: #80, same pulley as above, 
without brush. 


#40, 3V2"" x 2%"', without brush. 


WM. H. ZIMBALIST, INC. 
262 Greene Ave., Bklyn. 5, N. Y. 




















INGERSOLL 


SHOVELS 


.Edges won't split or curl! 








b their blades are made of 
TEM-CROSS Ingersoll Process Steel. 


It is cross-rolled to give an interlocking, 
mesh-grain structure and heat-treated to 
hold edge keenness and to resist curling 
and splitting. Write for prices. 


“A Borg-Warner Product” 


INGERSOLL STEEL DIVISION 


Borg-Warner Corporation, New Castle, Ind. 














Mophead, drainer 
& handle clamp 


IN ONE 


attractive red & black 


CARTON 











Customer 


Convenience Satisfaction 

Famed Minute Mop now comes with all 
Darts together ready to go on the handle. 
Packed the way customers like to buy 
it and efficient dealers like to sell it. A 
faster selling, eye catching package for 
the nation’s largest selling cellulose 


sponge mop! Call your jobber Model No. 101, List price$1.95 


i3 E. 23rd. St. 
CHICAGO 16 ILL. 


_MINUTE MOP (0. 











BOOST YOUR INCOME .. . INCREASE 
STORE TRAFFIC 
AND SALES with@=@4c&e 


CADET is the new low-cost Lincoln Single 
Disc Floor and Carpet Machine designed es- 
pecially for renting to homes, small offices. 
Light, easy to use yet heavy and powerful 
enough to do a REAL floor or carpet job. 
CONTINUOUS DUTY Motor, other big-ma- 
chine features. Ask your supplier or write us 


for complete information. 








Representatives in All Principal Cities 


FLOOR MACHINERY 
1252 WEST VAN BUREN ST 


COMPANY 
CHICAGO 7, ILLINOIS 





World's Manufacturer of the Most Complete Line of Floor Maintenance Equipment 


iv6 
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PERFECT .. . for prorirs 
SAFE 


N EW Electric (No open flame) 
PAINT REMOVER 


As Easy to use as 
a Flatiron... 














— a SELL! em, orn VGAR 
: UARANTEE 
Removes paint from wood— Ben 6 
flat, curved, or irregular sur- D Complete 
faces. Made of chrome-plated For full details, parts ‘<< 
and stainless steels, operates on Prices and Free ok a 
either A.C. or D.C. current, Display Material ae aameneed. 
110-120 volts. Heating surface } 





mB & L TOOL & MACHINE CO. 


38 East Street 
PLAINVILLE, CONN. 
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auger bits | Midway Auger Bits 
for every “preperred by all 
purpose uho want the Gest!” 


Standard auger bits 
13 sizes (416” to '%e”) 


Auger bits for 
electric drills 
13 sizes (%46” to '%e") 






Sales Office: 
The Arcade, Cleveland, Ohio | 


Thing 
THE MIDWAY TOOL‘CO., INC Factory: Melvin, Ohio 








Proven Sales Leaders 





y 






Fast- 
Selling 
Bressant 
Hair Clippers 
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Only 5-3/8” long. Transparent plastic barrel. Metal ends 
and cap. Especially designed needle 
nozzle for oiling those “hard-to-get- 
at” places. 





ee 











Ollette Lubricates thousands of such every day items 
) as fishing reels, guns, model trains and planes, sew~- 
/ ing machines, hinges, typewriters, etc., individually 
boxed 1 doz. to carton. List $1.00. 

Malko-Wortell, Inc., 3524,N. Halsted, Chicago 13 


SALES OFFICE 1414 S. MICHIGAN AVE., CHICAGO 5 
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THE (cifecttory ine OF 


TOP QUALITY PORCH GATES 


Ww \\\WWV 
i ) IN) XM 
IK mM NWN 
i IN N [ scree hardwoods, 


steel rods. 
Highly varnished. 


The Perfection No-Mar 
Adjustable Gate Holder 


(PAT. PEND.) 
@Secures safety gate in arch and doorways 
without drilling holes or marring woodwork. 
Solid metal construction 
with rubber inserts . . . 
easy to install. 


L. HOPKINS MFG. CO. 


ESTABLISHED 1895 


NORTH GIRARD, PA. 





(NEW! "STAY SHARP" | 


SELF DISPLAYING UNIT 
PROVES BOOSTER FOR 
KITCHEN KNIFE SALES 


Free With Every Doz. Knives Sold 








Stop losing kitchen knife sales to the dime stores— 
put this attractive self displaying unit on your 
counter and watch it pay Big dividends. 

Each box contains 12 of the new hand-honed Stay 
Sharp Kitchen Knives. The Blades are made of the 
finest tempered steel hardened by an exclusive 
process and driven into gaily colored “proper grip” 
handles. 


TESTED QUALITY FOR OVER 100 YEARS 
Here's a partial list of “STAY SHARP” KNIVES 


© SLOYED e LINOLEUM e SHOE © CLAM 
e RUBBER © OYSTER © PLASTER © CARTOON 
© DENTAL @ PAPER HANGERS e@ BONING ¢@ PRUNING 














Order today, or write for catalog and prices. 


R. MURPHY SONS CO. 


GROTON STREET AYER, MASS. 

















VENTED GAS HEATERS 


Vent Safely With 
MARTIN 
Gas Space Heaters 


EIGHT MODELS 
15,000 to 85,000 BTU 


@ Five Vented Circulators 

@ Three Vented Radiant Circu- 
lators 

@ All Vented Models 50,000 BTU 
and Over Optional with Fans. 


Martin’s Vented Radiant 

Circulator, finished in fall 

porcelain enamel has a 

rich grained center panel ‘ 

that makes this console model a real 
piece of furniture .. fits in with the 
interior of the home. 

An all-seam welded inner unit makes 
for tops in safety and efficiency. 
Martin Vented Circulators are approved 
by A.G.A. for natural, liquefied and man- 
ufactured gases, so regardless of loca- 
tion your customers can use a Martin. 
Martin’s forty-five years experience in 
manufacturing assures the best in qual- 
ity and price. 


Write your jobber or factory for catalog. 


MARTIN STAMPING & STOVE CO. 
Huntsville, Alabama 


and 


maAantTin 


A-STAR FAVORITE 


SAFETY POLL Opener 


% Can Opener 
* Bottle Opener 
% Corkscrew 


No. 174-M %& Canned Liquid Opener 








Housewives love the conven- 
ience of this four-in-one kitchen 
aid. No need for separate 
openers — Vaughan’s “UTIL- 
ITY” Combination opens them 
all! Safety Roll feature rolls 
the edge smooth as it opens 
square, round or oval cans 


VAUGHAN MFG., CO. 
3211 Carroll Ave. *. Chicago 24, Ill. 


easily, quickly and safely. 
Automatic spring adjustment 
prevents binding or slipping— 
holds can securely for pouring 
preheated contents. Made of 
heavy gauge steel, heavily 
nickel plated. Individually 
carded. Retail price—39c 


——— 





World’s Largest 
Manufacturer of 
Bottle Openers 
and Can Openers 


Half-Century of Quality and Service 


HARDWARE AGE, JUNE 1, 1950 
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